$3A COPY = A McGRAW-HILL PUBLICATION ©) ү (©) 


Florida's Gold Coast- „е & 


new mecca of housing excitement 


Suburban offices- 


a natural market for homebuilders M 


Whatever your kitchen plan, 
dacor has a convertible for you. 


Kitchen plans vary and that's why DACOR offers a whole 
family of convertible cooking centers...cooktops in either 
6-burner or 4-burner units...a new free-standing range 
with a full-size, self-cleaning oven...the same beautiful 
range in drop-in or set-in models. 

They all feature incomparable quality —easy con- 
vertibility with barbecue, griddle and rotisserie acces- 
sories — stunning black glass control panels and stainless 
steel surfaces for lifetime beauty —conventional coil or 
ceramic glass burners —large barbecue areas on grills 
of heavy steel rods with chrome plating for easier clean- 
ing and long life. 

DACOR puts the look of quality in your kitchens — 
the look that your customers will love and buy. 


Distinctive Appliance Corporation 
950 South Raymond Ave., Pasadena, CA 91105 


For full information, see Sweet's catalog or call (800) 423-4160 
outside of California or (213) 682-2803 in California. 
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The carton says it all! 


\ 


Carton shown actual size 


Photoelectric Smoke Alarms are more 
effective in providing early warning of smoke from 
smoldering fires... and smoke is responsible 
for 75% of all residential fire deaths. 


NuTone Division Scovill, Dept. HH-9 P.O. Box 1580, Cincinnati, Ohio 45201 


Put the NuTone 


Central Cleaning System to work 
selling your жом homes! 


Central Cleaning... fastest ` — instantly only when the clean- 
growing built-in convenience —— inghose # isinserted.Using 
product in the NuTone line. a bag to £. catch dirt elimi- 

Each year, sales of NuTone nates recirculating 
Central Cleaning to the new dust caused with non- 
home market show con- bag systems. 


. tinued growth... indicating | 
e buyers' acceptance of this 
E | concept i in home 

Г essive builders 


i / NuTone systems 
install easily... 
offer “plus” profit 
potential for you. 
Installation is 
simple and quick in 
new home 


construction, 


requiring no high skill, high 
priced personnel. And, most 
important to you, NuTone 
systems are priced to allow 
better-than-average profit 
margins for you...an important 
consideration as housing demand 


| 


are 

"2 ingi um Der | 
Central Clean 1 О Syster 
sales feature in their new home 
it will comfort you to know that the 
NuTone System (like all fine NuTone products) 
is warranted for one year, and backed by a 
network of trained service centers located 
near where you build. 


NuTone Cleaning Systems have the levels off. 
features your customers want. i Put NuTone’s Central 
The NuTone Cleaning System СЕА. Cleaning System to 
was engineered after studying the wants work for you today. Get 
and needs of homeowners. On-Off all the details from your NuTone sales- 
switches were eliminated—the NuTone man or distributor. For his name, DIAL 
systems cannot be turned on accidentally FREE 800/543-8687 in the continental 
or by children—the power unit starts U.S.*, or write: 


Nulone 


Dept. HH-9, P.O. Box 1580 
Cincinnati, Ohio 45201 
т Form 5050 

residents call 800/582-2030. In Canada, write: NuTone Electrical, Limited, 2 St. Lawrence Avenue, Toronto, Ontario M8Z 5Т8. 
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nearly as good as the 


day we put it here.” 


—results of a three-year weathering 
test in Black Canyon Stage, Arizona 


When Desert Sunshine Exposure Testing 
Laboratory began testing Simpson Ruf-Sawn 316 
exterior siding for its ability to perform under 
extreme weather conditions, we were confident 
that it would do pretty well. After all, our customers 
have been complimenting Ruf-Sawn 316 on its 
superior weathering capabilities for years. 

But when the test samples came back for some 
hardnosed evaluation, even we were surprised. 

Ruf-Sawn 316 looked too good to be 
true. For over three years, Ruf-Sawn 316 was 
subjected to the prolonged heat and ultraviolet 
radiation of one of the country’s severest testing 


Ruf-Sawn 316 after 
seven years of exposure 


New Ruf-Sawn 316 


grounds. Black Canyon Stage, located about 35 miles 
north of Phoenix in the Arizona desert, gets an average 
of 3,785 sunshine hours a year—substantially more than 
the national average. And, it gets more Langley units 
of solar radiation (the major cause of paint and surface 
breakdown) than any other area in the U.S. 

Under this kind of torture-test exposure, Ruf-Sawn 


316 outperformed our greatest expectactions. In appear- 


ance retention. Bond adherence. Finish holding ability. 
Resistance to checking. 

In short—Ruf-Sawn 316 proved to withstand the 
worst kind of weathering in every performance category, 
day in and day out. 
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Look closely at the test samples. Seven years 
ago, we began a prolonged exposure test on Ruf-Sawn 
316 under another extreme in weather conditions. We 
placed Ruf-Sawn 316 samples on testing fences in rainy 
Seattle, Washington. 

From October 13, 1972, to May 30, 1979, Ruf-Sawn 
316 was subjected 24 hours a day to the moist, salt-laden 
climate that produces more incidences of mildew than 
any other area in the country. 

As you can see from the actual unretouched photos 
of the samples tested, it’s tough to tell the old Ruf-Sawn 
316 sample on the left from the new sample straight from 
our mill. The Ruf-Sawn 316 overlay, after more than seven 


years of exposure, hasn't split or checked. The paint finish 
hasn't peeled or blistered. And there's no problem with 

the overlay separating from its backing. That's what we 

call weathering! 

АП the structural advantages of plywood. 
Aside from weatherability, Ruf-Sawn 316 offers our cus- 
tomers a lot of other advantages. 

For one thing, paint lasts up to three times longer on 
the tough overlaid surface than it does on raw wood 
surfaces. That translates into a lot less refinishing when you 
compare Ruf-Sawn 316 to any of its competitors. Plus, 
it takes only about half as much paint to cover a Ruf- 
Sawn 316 surface. 
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Its tough overlaid surface is based on plywood, the 
most dimensionally stable material around. It’s light 
weight, so it’s easy to handle. And it doesn’t require 
additional sheathing. 

It also comes prefinished in 8 attractive colors. Or you 
can get it unfinished and finish it any way you want. 

For more information about Ruf-Sawn 316, and Stuc- 
co 316, an equally weather-resistant wood siding with an 
attractive stucco look, 
write Simpson Timber 
Co., 900 Fourth Ave., Bee рар FF р 
Seattle, WA 98164. ae NOISY 
No other wood siding 
weathers like it. 


Ruf-Sawn 316 / Stucco 316 
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“THE ALL GENERAL ELECTRIC KITCHENS 
MADE IT EASIER TO BUILD AND SELL 
LAKERIDGE TOWNHOUSES.’ 


"George Giguere, who designed and built Lakeridge Townhouses, can testify 
to the many benefits of using General Electric as the single source of kitchen and 
laundry appliances. GE can help all the way from making blueprints to selling 
customers. 

“То begin with, General Electric can provide design 
service to help make kitchen and laundry areas more func- 
tional and attractive. Our distribution system is designed to 
speed up delivery schedules when the building or remodel- 
ing pace requires it. 

"When customers go into a kitchen or laundry with all GE appliances, they 
see a name they know and trust for quality. All appliances are uniform and 
color-coordinated. In fact, The New Naturals" Almond color impressed George 
Giguere as the latest example of General Electric's forward thinking. 

"Should service ever be needed, General Electric Customer Care" service is 
available to every one of your customers for every GE major appliance. Builders 
and remodelers never have to get involved with providing appliance service.” 

Take advantage of over 30 years of consistent service to builders. Call your 
local General Electric Contract Sales Representative. 


THE APPLIANCES AMERICA COMES HOME TO. 


GENERAL ® ELECTRIC 


DICK LYNCH, GE CONTRACT SALES REP 
e HARTFORD, CONNECTICUT 
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Housing and the nation's mood: 
Don't be spooked by the pollsters. . . 


There are gloomy readings these days from the public pulse takers. 
They tell us that the mood of America is sour, that a majority of 
Americans see tough times ahead and that a small but vocal 
minority expects economic disaster on the scale of the Great 
Depression. 

Should you do more than your usual worrying? We don't think so. 
For one thing, we Americans have a way of going from super- 
optimism to super-pessimism, and then back again, in short order. 
For another, and more to the point, the public may be disillusioned 
about some things, but homeownership is not one of them. 

The consumer has always had a yen for your product (the 
American Dream). Today his (or her) desire is stronger than ever 
because he sees a home as what it is— just about the best hedge he 
can buy against double-digit inflation. He's also more convinced 
that equity build-up and tax breaks make homeownership a much 
better deal then renting an apartment. And once he becomes an 
owner, he seems to be more willing and able to hang onto his home. 
Despite new highs in house prices and interest rates, the U.S. 
League of Savings Associations reports a new low in mortgage 
delinquencies. 

Nevertheless, consumer caution is beginning to show up in 
housing markets. Traffic in some model complexes is down. And 
homeowners who can afford to trade up are no longer so quick to do 
so. If this leaves you with a slight feeling of uncertainty, so much the 
better. You can be reasonably optimistic. . . 


. . -But remember what you learned 
in housing’s ’74-’75 debacle 


The basic lessions are well known by now, but worth repeating: 
Keep your company lean, develop smaller projects, and build in 
smaller phases. 

Land acquisition, in particular, rates attention. Are you going 
about it in as riskless a way as possible—optioning rather than 
buying, for example, and seeking out land that already has zoning 
approval? Sure, it’s more expensive to go this route, but it’s also a 
lot safer. 

Then, of course, there’s that all-important chore of marketing 
homework. Have you checked out absorption rates? And if you’ve 
spotted an opportunity, are you reasonably sure you'll be in and out 
before the rush leads to overbuilding? 

Which leads to another point: Five years ago huge inventories of 
unsold housing, largely the result of overconfidence and woeful 
research, got a lot of builders into deep trouble. There are no such 
inventories today. And even the gloomiest seers predict nothing akin 
to the '74-75 disaster. — JOHN F. GOLDSMITH 
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After investing thousands 
in the kitchen to help sell a house, 


7 


it doesn 


Sure, you may be saving a few 
extra dollars. But putting a cheap 
looking floor in an otherwise expen- 
sive looking kitchen can send your investment right 
down the drain. 

That's why we at GAF, makers of Gafstar® vinyl 

— - . flooring, want you to 
, know about our floors. 
Floors that can help 
mean the difference 
| between just another 
kitchen and a kitchen 
that really sells. 


А cr section ої 
Gafstar" 5400 Series sheet vinyl 


GAF's colors and patterns are designed to reflect 
the quality you put into your homes. But the shining 
feature of our sheet vinyl floors is that they're no-wax. 
And these days, with convenience being so important to 
every home owner, no-wax floors are becoming a must. 

Our Gafstar® 5400 Series sheet vinyl is an especially 


t pay to cut corners 
on the floor. 


dazzling no-wax. Because our ex- 
clusive Brite-Bond" finish —a high 
gloss, urethane coating —is tough 
enough to stand up to years of wear. And underneath 
that tough exterior lies a Quiet-Cor® interlayer that pro- 
vides comfort and warmth underfoot. 

But our no-wax floors won't just make life easier for 
your customers. They'll lighten your work load as well. 

For example, our wide widths make installation a 
breeze. And we have a wide range of designs and 
earth-tone patterns that make choosing the right floor 
for the right room a cinch. At prices that even the most 
economical of builders can live with. So help make your 
investment pay off. And get the selling strength of our 


no-wax floors оре ° 
E 


in your corner 
This is cur year to shine. 


00-223-0344. In N.Y State 
ration 1979 


For more information or for the name of your nearest GAF Gaístar dealer, call an 
call 800-442-8169. In metropolitan N.Y area call (212) 582-7600 ext. 8027 ©G 


WASHINGTON 


Clouds form around Jimmy’s new Moon 


Jimmy Carter’s shell game ends—for 
the moment, at least—but one of his 
major appointments may already have 
hit a snag. 

At HUD, former New Orleans Mayor 
Moon Landrieu, an early Carter 
supporter in ‘76 and a darling of the 
White House urbanologists, replaces 
Patricia Roberts Harris who moves to 
the HEW top spot. 

At the Federal Reserve Board, Paul 
A. Volcker, head of New York’s 
Federal Reserve Bank, moves into the 
chairman’s quarters. He succeeds G. 
William Miller who is now Treasury 
Secretary. 

Tall order for Moon. Just days after 
his designation as Mrs. Harris’s suc- 
cessor at HUD, Landrieu revealed 
details of his business dealings—and 
some of his actions as mayor—which 
could prove an embarrassment to an 
already embattled White House. 

Landrieu, Senate sources say, "will 
be grilled intensely” about his relation- 
ship with a New Orleans development 
company, Joseph Canizaro Interests, 
during Senate confirmation hearings 
beginning Sept. 6. Company president 
Joseph C. Canizaro was a strong 
supporter of the Mayor during Land- 
rieu’s election campaigns in 1970 and 
1974. 

The Canizaro connection. In a 
recent newspaper interview, Landrieu 
said that in 1974, while he was Mayor, 
he helped the Canizaro company swap 
1.5 acres of its land for 3.7 acres of 
city-owned land. This 3.7 acres be- 
came part of Canal Place, a $500 
million high-rise riverfront develop- 
ment on the periphery of New Orleans’ 
French Quarter. 

On May 2, 778, the day after Land- 
rieu’s second term expired, he accepted 
a $100,000 a year post with Canizaro. 
And that August, with a handshake as 
a binder, Landrieu obtained a 10% 
interest in the Canizaro operations in a 
deal that required no capital invest- 
ment. 

Conflict of interest? One problem 
that would face Landrieu if he is 
confirmed as HUD boss is that he would 
be in a position to rule on New 
Orleans’ application for a $6 million 
HUD Action Grant that would directly 
benefit Canizaro’s Canal Place pro- 
ject. Landrieu says he would leave the 
final decision on the New Orleans 
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HUD's 
Landrieu 
Faces Senate 
ordeal 


application to his subordinates. 

And with a Senate ordeal looming, 
Landrieu will sell his 10% interest — 
now worth a reported $500,000 — back 
to Canizaro. 

Little influence. If confirmed, Land- 
rieu, HUD watchers agree, will have 
little opportunity to influence either 
housing programs or Carter Adminis- 
tration policy. Even the first draft of 
HUD's 1981 budget is out of his hands. 
His predecessor, Mrs. Harris, virtually 
completed it before she left for her new 
post as HEW secretary. 


Most of the increases over HUD's 
1980 budget — estimated at $10.8 mil- 
lion—are mandated by existing subsi- 
dy programs whose costs, because of 
inflationary pressure, continue to rise. 

Landrieu's chances of winning ap- 
proval for any new HUD programs are, 
according to a top HUD official, “zilch, 
if they cost anything at all." 

The expected departure of ex-build- 
er and HUD Under Secretary Jay Janis 
for the top spot at the Federal Home 
Loan Bank Board does give Landrieu 
at least one spot to fill that is impor- 
tant for homebuilders. The White 
House accent on ‘loyalty,’ however, 
may mean that the new assistant secre- 
tary will be picked for him. 

Rates more pluses. Landrieu, 49, is a 
longtime friend of Sen. Russell Long 
(D., La.), chairman of the powerful 
Senate Finance Committee, and rates 
more pluses as a politician, observers 
believe, than Mrs. Harris. 


Fed's Volcker 
In the Miller/ Burns tradition 


As New Orleans mayor, Landrieu 
actively sought federal approval for 
Ponchatrain, a new-town-in-town to be 
sponsored by the city government. The 
project, however, was squelched by the 
Nixon Administration's 1975 freeze on 
new housing programs. 

He was also a principal proponent of 
the controversial —and expensive— 
$150 million New Orleans Superdome, 
a white elephant which initially; 
during Landrieu's term of office, 
carried a $35 million price tag. 

Both Senate gadfly William Prox- 
mire (D., Wis.), chairman of the 
Senate Banking Committee and Von- 
dal Gravlee, president of the National 
Association of Home Builders, termed 
Landrieu's selection *an excellent 
choice" prior to the ex- Mayor's recent 
revelations. 

No special benefits. At the Fed, 
most watchers agree that Carter's 
switch of G. William Miller to the 
Treasury Dept.—and his replacement 
by New Yorker Paul Volcker— won't 
bring any special benefits to builders. 

In fact, the new Federal Reserve 
chairman’s tilt is apt to be toward 
higher lending rates and tighter mon- 
ey. 

Volcker, Fed watchers say, will 
follow in the conservative tradition of 
his two predecessors, Miller and 
Arthur Burns, in his battle with rising 
inflation. 

On August 3, the day of Volcker's 
Senate confirmation, the discount rate 
stood at 10%, an all-time high. 

Miller's attitude on S&L outflows 
was passive. He took no stand for or 
against moves to keep more mortgage 
money available by allowing S&Ls to 
issue paper with higher interest rates 
as a hedge against disintermediation. 

— DON LOOMIS 
McGraw-Hill World News, 
Washington 


HEW's Harris 
Moves from HUD 
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COMPANIES 


Those wealthy Canadians: 
Their future is now 


“The Canadians? They are peculiar, 
aren’t they? But, then, they probably 
think the same of us.” 

So says a Florida builder about his 
newest rivals—and occasional part- 
ners—in the shifting U.S. homebuild- 
ing battle for the lucrative Sun Belt 
market. 

And he’s right on both counts. 

For the Canadians are coming on 
strong, with big building corporations 
that continually get bigger, just as 
Americans were becoming convinced 
that the smaller, geographically- 
limited builder would have the edge in 
riding out the ups and downs of our 
economy. 


SA BAAS A SEM 
“Thelr management style 


has Its weaknesses. 

Especlally when they 

make mistakes In hiring." 
Consultant Becker 


And the Canadians must certainly 
think we're peculiar in seeing problems 
where they see opportunities. 

The ‘Canadian way.’ Is there a “Са- 
nadian way” of operating a building 
business? 

Eli Broad thinks there is. Just this 
summer the Kaufman and Broad 
chairman sketched his vision of home- 
building’s future for an audience of 
securities analysts in New York 
[HousiNG, July]: 

""There'll be longer lead times and 
even more regulation. The business 
will be hard to break into, but the day 
of the big builder will return. This 
time, though, the successful big com- 
panies will be based on the Canadian 
or European model." 

On the other hand, some Canadian 
execs, such as Walter Bannister, exec- 
utive vice president of Genstar Devel- 
opment Corp. (San Francisco), a 
subsidiary of Montreal-based Genstar 
Ltd., insist that differences between 
the Canadian method of operation and 
the U.S. counterpart “аге minor." 

But in three important areas— 
management, land acquisition and 
dealing with regulation — most Ameri- 
cans would say that the differences are 
not so minor. 
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Leaner, meaner management. Even 
Bannister admits that the Canadians 
"may have more bottom-line orienta- 
tion" when it comes to management. 

"We're also far less centralized," 
says John E. Belda, senior vice presi- 
dent of Nu-West Development Corp. 
of Arizona, a U.S. subsidiary of Nu- 
West Development Corp. of Calgary, 
Alberta. 

Belda continues: “We believe in the 
concept of regional management, and 
our companies aren't overloaded with 
high-salaried executives." 

And John W. Poole, president and 
chief executive officer of Daon Devel- 
opment Corp. of Vancouver, B. C., 
remembers comparing notes with a 
U.S. developer during the 1974-75 real 
estate debacle: 

“Our balance sheets were very simi- 
lar. But there was one big difference: 
He had 4,000 employees and we had 
less than 250. When the crunch came, 
he was ропе.” 

Five years later— and after entering 
new markets in California, Washing- 
ton, Oregon, Florida and Arizona— 
Daon has less than 400 employees. 

"We will always stress accountabili- 
ty," Poole declares. “For every dollar 
spent and profit earned, there's an 
individual who's responsible." 

Weaknesses. Despite their successes, 
the big Canadian companies aren't the 
invincible monoliths that some Ameri- 
can builders think they are, according 
to William E. Becker, a Teaneck, N.J.- 
based marketing consultant who 
counts both U.S. and Canadian build- 
ers among his clients. 

"Their management style has its 
weaknesses," he says. “Especially 
when they make mistakes in hiring." 

Which is evidently a serious prob- 
lem, for Becker sees a big turnover in 
executive personnel. 

He also find Canadian developers 
bringing their own people into markets 
they know little about or “hiring any 
American who comes in off the 
street." 

Still, Becker is sanguine about the 
future. “1 expect the good Canadian 
companies to work out these bugs in 
pretty short order," he says. 

The Broadmoor model. Nowhere has 


*We may be more bottom- 
line orlented." 


Genstar's Bannister 


“We have more cash, and 
we're not afrald to spend 


it 35 
ч Nu-West’s Belda 


the Canadian management style been 
so apparent as in the reorganization of 
Broadmoor Homes, which Genstar 
Ltd. acquired in 1976. 

For three years all was quiet, and 
Broadmoor founder Dick Smith con- 
tinued to reign as president. 

Last spring, however, Smith re- 
signed [HOUSING, May]. And since 
then, Broadmoor has undergone a 
massive facelift along Canadian lines. 

Where it was once a single corporate 
entity with Smith at the controls, 
Broadmoor now consists of three 
"semi-autonomous" operating compa- 
nies. Broadmoor Development, based 
in Irvine, Calif., oversees land sales 
and acquisitions plus land develop- 
ment. Broadmoor Southern, also based 
in Irvine, is the homebuilding arm for 
Southern California. And Broadmoor 
Northern, based in San Francisco, is 
its Northern California counterpart. 

"What we did with Broadmoor was 
always in the cards," Genstar's Ban- 
nister explains. *But we never con- 
fronted Dick Smith with the dictum 
that he had to do it our way—or 
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The seed 
thats made 
Peachtree 
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Compare Peachtree's compression-type p- Exclusive Peashtree patent. Steel security plates A Peachtree first. Factory pre-punched prepara- 
Seal to others. Our flexible material its — —and2-1/8"anchoring screws reinforce strike tion for mounting hardware. No raw metal edges, 
pliability at all temperatures, while others can and allow door to withstand 350 foot-pounds unprimed surfaces or ragged cuts to weather 


crack, harden or peel. of impact. or rust. 


VATION. 


Peachtree. It’s a name youre going to hear more 
about in the Door, Sash and Millwork industry. 
We're twenty years young and already the third 


Just look at our record. Peachtree was the 
first and only manufacturer to offer you completely reversible 
door systems, factory flush glazing and integrally molded bottom 
AY = i IHCHED weatherseals. We were first with matching insulated side lites and 

| | » factory pre-punched preparation for mounting hardware. Our 
ч (СО patented features, the steel security plate for strike reinforcement 
andtheadjustablethreshold, are major innovations in the industry. 
i eee zu We were the first company to distribute steel embossed door 
PCE LY NOV 22CV systems nationwide. And now our wide variety of factory embossed 
— СООП? — designs provides handsome combinations to enhance any archi- 

HSE tectural style. Series 600, shown, is the newest member in our 

complete line of entry door systems. It offers you one more unique 

PATENTED and exclusive feature from Peachtree. A selection of five inter- 
AD ILISTABLE changeable decorative inserts that can be easily replaced. 

The real quality of Peachtree door systems can be judged by 
comparison. We hope you'll check our product innovations, like 
ie the ones featured below, against other manufacturers. 

МЕС INOLVCV And if you'd like to learn more about our Series 600 e 
— БОЇ 7 or any other Peachtree system, well be happy to send 


INTERCHANGEABLE largest company in dollar volume sales in the 
- DECORATIVE, INSERTS market. When you consider our leading competi- 
7 tionhas gained their market standing with sales 
um mm er — of other products, it says a lot about the quality 
" У х à д m 7 of Peachtree door systems. 
Un 


WEAT HI RIP И you a brochure. Just write to Peachtree Door, Market- e 
ing Services, Dept. Н-09 , РО. Box 700, Norcross, Ga. 
50091. An Indal Group Company 
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Peachtree's factory embossed steel door systems ^ Only Peachtree offers this patented adjustable Exclusive factory flush glazing insures more 
offer you more design variations and greater threshold that can be easily raised or lowered to energy-efficient system. Door and glass are one 


detail than any other manufacturer. insure a weather-tight seal. integral unit, when shipped from Peachtree. 
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There’s a bit of irony in tbe fact that 
the split between Genstar and Smith 
came about because Smith wanted to 
grow at a faster clip than the Canadi- 
ans were comfortable with. 

“He wanted to build another Levitt 
& Sons,” says Bannister, “апа we 
weren’t prepared to fund that.” 

Still, Genstar is on the lookout for 
more U.S. companies to acquire. And 
any new acquisition can expect to be 
reorganized in the Broadmoor mold. 
“It’s the model of what we think a 
good American homebuilder should 
be,” says Bannister. 

Land-rich. A big difference between 
the Canadians and most U.S. builders 
is that the Canadians are set up to be 
in two separate businesses: land devel- 
opment and homebuilding. 

“As a rule our land operations own 
more land than our homebuilding arm 
can consume,” says Genstar’s Bannis- 
ter. “We either sell off the rest to 


American builders, or we hold onto 
it^ 

Nu-West's Belda points out why the 
Canadians can operate this way. 

“We have more cash and we're not 
afraid to spend it," he says. "American 
companies make a small downpayment 
and tie up the land for a year or two. 
We pay cash and buy it." 

It is this practice that creates the 
most friction between the Americans 
and the Canadians. The most voiced 
complaint is that the Canadians’ will- 
ingness to pay the price for what they 
want is forcing up the cost of raw land 
and developed lots, thus victimizing 
smaller American builders. And nearly 
to a man, the Canadians deny that this 
is so. 

“That’s an unsubstantiated claim,” 
declares Nu-West’s Belda. “I have 
never witnessed or been part of a 
transaction where our readiness to 
spend cash has jacked up the price of 


land in our markets.” 

And Genstar’s Bannister echoes 
him: 

“Nobody can blame us,” he de- 
clares, *what with all the other nega- 
tive economic factors involved." 

Belda pins the blame on bad timing. 
"The general economic malaise— 
including inflation and growth-no- 
growth zoning battles— just happened 
to coincide with our entry into the 
market," he says. 

And indeed, in Florida's Palm 
Beach County, where several Canadi- 
an firms are developing land and joint- 
venturing with local builders, Vince 
Elhilow, senior vice president of the 
Fidelity Federal Savings in West Palm 
Beach, sees no signs of discontent. 

“I can't attribute the high cost of 
land here to the Canadian presence," 
he says. "We've had tremendous 
growth, and rising land costs are a 


natural result." 75) 16 


Like Daniel Boone, they needed *elbow room' 


For the Canadian giants, the south- 
ward trek was in the tradition of 
Daniel Boone. 

In the words of Nu-West's John 
Belda: *We had grown as much as 
we could in Canada. We needed 
elbow room." 

The rumblings begin. In the late 
1960s, the first rumblings were 
heard north of the tranquil U.S.- 
Canadian border. 

By 1970, the first of the Canadian 
builder/developers, hamstrung by a 
slow-growth economy and a compar- 
atively small population base, began 
to trickle south. 

Genstar Ltd., officially headquar- 
tered in Montreal but now maintain- 
ing its executive offices in San Fran- 
cisco [HOUSING, May], was one of 
the first of the northmen to set up 
shop in the U.S. 

Genstar was soon joined by two 
heavyweights from Canada's West: 
Daon Development Corp. of Van- 
couver and Nu-West Development 
Corp. from Calgary. Toronto's Ca- 
dillac-Fairview Corp. and Olympia 
& York also entered U.S. markets in 
the early 1970s. 

Facelift, Canadian style. Through 
purchases of big tracts of land, 
astute development of residential 


and commercial property, joint ven- 
tures with American builders and, in 
some cases, acquisitions of U.S. 
homebuilding companies, the Cana- 
dians are becoming an important 
force in the American construction 
industry. 

The Canadian incursion has been 
quick and stunning. Between Janu- 
ary and December 1976, Daon, with 
cash, credit and time on its side, 
moved about 10% of its assets— 
nearly $30 million —to California. 

By '79, Daon's U.S. holdings 
contributed over one-third of its 
income and 74% of its net earnings. 

Income from U.S. investments 
now comprise a big chunk of earn- 
ings for the other Canadians who 
have moved south in force. By the 
close of ‘76, in fact, the top six or 
seven builder/developers in Canada 
were also included in the list of the 
top 10 developers for all of North 
America. 

Acquisitions. On the homebuild- 
ing front, the Canadians entered the 
market through acquisitions of U.S. 
companies. 

Nu-West gobbled up United 
Homes of Seattle, a former Levitt 
Corp. subsidiary, in 1977. In the 
same year, it acquired ailing Hall- 


craft Homes of Phoenix. Last year it 
bought another Phoenix builder, 
V-H Development Co. 

Three years ago, Genstar acquired 
Broadmoor Homes of Irvine, Calif. 
and is currently restructuring the 
company along Canadian lines. 

Rebuffed in its attempt to acquire 
the Irvine Co. two years ago, Cadil- 
lac-Fairview Corp. acquired Hous- 
ton’s General Homes. Recently it 
became a 50% partner in the rede- 
velopment of Smithville, N.J., a 
historic landmark community within 
commuting distance of Atlantic 
City. And, like Genstar, it is 
involved in joint ventures with 
American builders throughout the 
Sun Belt. 

А new ball game. It’s also been 
rumored that Canadian developers 
have approached K&B chairman Eli 
Broad. The possibility that Broad 
may agree to sell his company's 
homebuilding arm to one of the 
Canadians “15 not remote," a K&B 
source says. 

"[t's one thing for a Genstar to 
pick up Broadmoor," the source 
declares. “But, if one of those big 
Canadians buys a Kaufman and 
Broad, we'll have a whole new ball 
game in the U.S." —T.A. 
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Deepwood North 


is a $3,500,000 
development with 152 
rental suites located ina 
carefully preserved rural 
atmosphere, yet only a few 
hundred yards from a large 
shopping center. Buildings 
are 2 story, have 1 and 2 


Who says “Wood frame is the only sensible bedroom suites. 


Developer: 


way to build low-rise residential"? Rer тереп, Ine. 


Not the builder of Deepwood North, Mentor, Ohio 


Ed Tresger built with concrete for plenty of good reasons. The precast ————M m — о 
concrete plank between floors and the concrete block walls make 

each apartment an "oasis" of safety and privacy. Outside noises can't A AGREEMENT 

get through to disturb tenants. As a result, residents feel they get their 
money's worth, renew their leases. 

What's more, concrete is fire resistant, saves energy, lowers insurance 
premiums, cuts maintenance costs, helps speed construction (the 
first renter moved in four months after ground-breaking). And first 
costs are competitive. 

Architectural design was a reason, too—the traditional styling of 
Deepwood is greatly enhanced by the solid, reassuring presence of 
concrete. Concrete is the basis of Tresger's successful marketing 
formula for getting apartments up fast, getting them full, keeping 
them rented longer. Concrete can be your formula, too. Mail us the 
coupon. We'll mail you the facts. 


Old Orchard Road, Skokie, 111. 60076 
Phone (312) 966-6200, Ext. 366 Dept. H 9/79 


O.K. Sounds good. Tell me more. 


Name 
Company. 
Address 
City. 


State 
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California slump? Yes— but a mild one 


Despite high lending rates and a slow 
start this year, homebuilding in Cali- 
fornia is expected to remain “fairly 
healthy” for the foreseeable future. 

So says Dr. Jerry E. Pohlman, chief 
economist at California Savings and 
Loan Assn. of Los Angeles. 

In his mid-year economic report, Dr. 
Pohlman predicts homebuilding will 
weaken "slightly" in '79's second 
half. 

No shakeout. However, he notes, 
homebuilding in the Golden State *'is 
not in line for a major shakeout 
because it is weathering the current 
financial storm much better than it did 
in previous periods." 

While housing starts nationwide are 
expected to fall to 1.65 million this 
year, Dr. Pohlman insists that the 
drop— 18975—*'is far superior" to the 
43% starts drop in 1973-75. 

Homebuilding's latest downturn, 
Dr. Pohlman says, will not be as severe 
as previous housing debacles. The 
reason? “Such factors as money mar- 
ket certificates, large certificates of 
deposit and commercial paper have 
pumped funds into the economy in 
areas where none existed in prior 
crises." 
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Staying power. Still, that's only part 
of the story. For the Canadians are not 
only buying land for their own use; 
they're buying it to develop and resell. 
And that's where their ability to hold 
onto big chunks of land until they get 
their price is translated into higher 
prices for everyone. 

"Canadian developers sometimes 
have a distorted view of what kind of 
profit they can expect," says consul- 
tant Becker. “They occasionally forget 
that U.S. land prices are 25% lower 
than Canadian land prices." 

Survival of fittest. One area where 
Canada has been years ahead of the 
U.S. is in the regulation of the building 
industry. Those Canadian builders 
now operating here had to struggle to 
survive in their own country. And the 
staying power that now enables them 
to sit on huge parcels of land indefi- 
nitely is what kept them in business in 
the first place. 
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The success of such devices as 
money market certificates “has al- 
lowed housing in California and the 
U.S. to slow in a fairly smooth and 
gradual manner, rather than coming to 
a screeching halt," Dr. Pohlman 
observes. 

California leads the way. Califor- 
nia's homebuilding industry, the Pohl- 
man report states, continues to outpace 
the rest of the nation. While recent 
immigration to the state has slowed, a 


housing shortage of around 250,000. 


units still exists. 

The current shortage is in contrast 
to the 1972-73 period, he says, when 
the state was saddled with a sizeable 
housing surplus. 

Money is available. Because mort- 
gage money is available, California's 
slump *will be relatively mild and 
short-lived," Dr. Pohlman's Cal Fed 
report predicts. Total building permits 
will decline to around 195,000 this 
year but will rebound to 225,000 in 
1980. 

Dr. Pohlman is critical of recent 
rent control ordinances which, he says, 
have added to the Golden State's hous- 
ing shortage. 

Rent controls, the Cal Fed econo- 


Daon's Poole explains: 

"As the regulations stretched the 
time between the acquisition of raw 
land and a development's completion, 
fewer and fewer developers had the 
financial muscle to stay in business. So 
the big companies made a lot of attrac- 
tive acquisitions from the small ones 
that got into trouble. Only the fittest 
survived." 

And “the fittest” learned that red 
tape could work for them, and so they 
view it as an opportunity. For in Cana- 
da, when government regulation cut 
the supply of buildable land, it drove 
up the value of the developers' hold- 
ings. They expect the same thing to 
happen here. 

"Regulations in California, Wash- 
ington and Oregon are already tougher 
than they are in Canada," Poole notes. 
And he's only half-joking when he says 
that regulations and delays are great 
because they impose a terrific disci- 


mist claims, “have sharply inhibited 
the development of new multi-unit 
apartment complexes." 

Such controls, he adds, “аге unfor- 
tunate because they ensure that short- 
ages continue, thus intensifying, rather 
than diminishing, the upward pressure 
on rents." 

VRMS help. Variable rate mortgages, 
the Pohlman report says, have contrib- 
uted to the relative health of the state's 
housing industry. 

Widespread acceptance of the con- 
troversial VRMs, he notes, “һаз helped 
alleviate the problems of borrowing 
short and lending long during periods 
of rapidly rising interest rates." 

The variable rate AMI, Dr. Pohlman 
observes, “provides an attractive 
choice to consumers who are reluctant 
to lock themselves into a conventional 
fixed-rate mortgage during a time of 
high interest rates." 

In use in the state for four years, the 
VRMs are now available at federally 
chartered S&Ls. 

$22 billion in loans. The state's 
S&L's, Dr. Pohlman says, will close 
over $22 billion in mortgage loans this 
year, 8% below '78 and 10% less than 
the $25 billion expected in 1980. 


pline on the land supply. 

He also has a good word for the 
environmentalists: 

"[t's great to have somebody fight- 
ing to hold down supply, because they 
drive up prices. When your think of it, 
maybe we should fund them . . ." 

‘Peculiar,’ but. . . Attitudes such as 
Poole's set the Canadians apart from 
American builders who continually 
rail against the evils of over regula- 
tion. 

“None of us could ever imagine feel- 
ing that way about environmentalists 
and Ralph Nader types," says the 
Florida builder quoted above. 

However, he adds, “whether or not 
they're peculiar, what they do works." 

And, he concludes: “Maybe we 
should all become as peculiar as the 
Canadians. Because, if we don't, some 
of us may find ourselves way, way 
behind the eight-ball a few years down 
the road." — TOM ALLEN 


Homasote Easy-ply Roof Decking in combination 
| with Thermasote" gives superior insulation Plus a 
finished ceiling and vapor barrier at the same time! 


When you build with Homasote Easy-ply® Roof 
Decking plus Thermasote® Nail Base Roof 
Insulation, you create a tough structural base 
for finished roofing at the same time you con- 
struct a beautiful finished ceiling. And the 
installed combination of these two high R value 
Homasote products helps meet today’s increased 
energy saving needs. 


Both Easy-ply Roof Decking and Thermasote 
panels are easy to handle and install and are 
simple to cut and shape. Easy-ply Roof Decking 
is available in structural thicknesses for rafter 
spacing up to 48” on center. 


Let your Homasote Representative show you how 
roofs of Homasote's Easy-ply Roof Decking and 
Thermasote can save you construction time and 
money and help you build a better, more energy- 
efficient building every time. 


tPhoto Courtesy of Cluster Shed, Inc./ Timber Peg 
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ompan 
P.O. Box 7240 x 


West Trenton, N.J. 08628 Founded 1909 


YES, I would like to know more about 

Homasote's new energy-efficient roofing 

system using Easy-ply Roof Decking and 

Thermasote. 

О Please send me literature. 

L] Please send me information on the 
complete line of Homasote products. 

О Please call me for an appointment. 


Iam a Û Builder O Architect 0 Other. 


Name 
Address 
City 
Phone 


o Les‏ کے 


3B: homasote 


Made from 100% recycled material. 
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We cover real estate 
AaCTOSS state limes. 


If you'd like the inside track 
on dealing with property 
outside your state, call one 
of the Ticor Title Insurers. 

We offer a National Title 
Service across the United 
States. It’s designed to help 
you through the red tape of 
intercounty and interstate 
real estate transactions. 

For example, through 
one of 17 National Title 
Service offices from coast 
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to coast, we can work with 
a buyer in Houston, a seller 
in New York City anda 
lender in Chicago to issue a 
title policy on real estate in 
Atlantic City. 

For more information 
on this specialized area, call 
our National Title Service 
Headquarters at (213) 852- 
6161. Or write us at 6300 
Wilshire Blvd., Los Angeles, 
California 90048. 


@) 


PIONEER NATIONALTITLE INSURANCE 


TITLE INSURANCE AND TRUST 
TITLE GUARANTEE-NEW YORK 


TICOR TITLE INSURERS 


, America, 
we've got you covered. 


P WHIRLPOOL | 


BUILDER PRODUCTS 


A BETTER BUILDER-BUY BECAUSE... 


The sleek, black glass oven door contrasted by a smooth 
almond finish — the upswept range Spillguard* cook top 
with digital clock timer — dishwashers with front panels 
that match the other appliances — plus the convenience 
of microwave speed cooking are just a few of the qual- 
ity features of Whirlpool appliances to impress your 
home buyers. 


Other Whirlpool appliance features your buyers will like 
are: Textured Steel refrigerator doors, refrigerator doors 
within a door, Solid-state controls — and asalesman who 
has been thoroughly trained to know your side of the 
builder business as well as his. Make your kitchen *'the 
decision room" when it comes to home buying... with 
quality Whirlpool appliances. *Tmk. 


Our business depends on understanding your business 
BUILDER Æ PRODUCTS 
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MARKETS 


Zero-lot-line 
scores 
in Raleigh 


The first zero-lot-line development in 
Raleigh, N.C.—slightly modified to 
eliminate the need for easements—is 
selling steadily to young professionals 
and to empty nesters—its target mar- 
ket. 

Even the project’s name—Sans Fa- 
mille (“Without Family") —shows the 
Adams-Bilt Company's commitment 
to this market. By law, the company 
cannot exclude families with children 
entirely, but has promised verbally to 
keep families with small children to a 
minimum. 

Two years ago, explains company 
president John R. Adams, he had 
planned to use the acreage on which he 
is now building 105 zero-lot-line 
homes for the third and final phase of 
a townhouse/condo project. 

Condos are out. "At that time," 
Adams remembers, “townhouses and 
condos were on the downside. Our 
density allowance was six units to the 
acre. We asked a few questions and 
discovered that there was an ordi- 
nance— never exploited before— per- 
mitting zero-lot-line. 

"With smallish lots, we figured that 
was the best way to go." 

Adams decided to modify the zero- 
lot-line concept slightly by siting each 
units back wall three feet from the 
property line “so the owner does not 
need an easement to paint his home." 

Best sellers. Two models rank as 
best sellers in the Adams-Bilt develop- 
ment. 

The Monte Carlo, priced at 
$57,500, contains two bedrooms, a 
bath, a great room, dining room and 
patio/deck in its 1,387 sq. ft. The lot is 
65' X110 

The Bellaire, costing $62,500, con- 
tains two bedrooms, two baths, a large 
dining room and an “enormous” great 
room in its 1,527 sq. ft. on the same 
size lot as the Monte Carlo. 

So far, Adams says, he has sold 
seven of each. Since Sans Famille sales 
began nine months ago, 38 homes have 
been sold. 

A Cape Cod scores. Roebuck 
Homes, one of Raleigh's bigger build- 
ers, has found its $71,000 Cape Cod 
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1,387-sq.-ft. two-bedroom, two-bath model, 
__ J priced at $57,500, is popular among 
О О] both young professionals and empty nesters. 


1,527-sq.-ft. model, one of 
two best sellers in Raleigh's 
first zero-lot-line develop- 
ment, features an oversized 
great room. Price: $62,500. 


home to be too much of a success. 

Roebuck, which builds about 140 
single-family detached homes each 
year, has cut back production of the 
popular Cape Cod “so we don't flood 
the market with it." 

The 1,730-sq.-ft. three-bedroom, 
2 ^-bath model sells, a Roebuck 
Homes company spokesman says, 


"just about as fast as we can build 
them." 

Decline is expected. Raleigh single- 
family starts totaled 1,096 through 
March. Christine Bunn, the local 
HBA's executive director, expects '79 
starts to fall short of 78's 4,117. 

The conventional lending rate holds 
steady at 11%. 


. i 
ГАО ТЕТТЕ 


` Fortunately _ 
there's a more practical 


* 
Today, homeowners SO ution ө that resists warping and cracking. 
want all the security they 


And more than 75 


can get. And Therma-Tru door systems provide it. ^ beautiful raised panel and deeply embossed styles 
Our steel security strike plate, that wraps to choose from. 

around the wood jamb, spreads impact Therma-Tru door systems. A 

force over a wider area, to provide smart way to play it safe. 

4-times the impact resistance of a conven- For more information write 

tional door system. Therma-Tru, 4747 Holland Sylvania Rd., 
Some other important Therma- Sylvania, Ohio 43560. 

Tru benefits include 4-times the insulation Therma- Tru products manufactured 

value of a conventional door, for lower at: Colorado Springs, Colorado; Van 

fuel bills. Maintenance free construction Buren, Arkansas; Toledo, Ohio. 


The more door. 
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New York: 
Indexed usury 
rate hasn't 
helped 


In New York, the biggest of the states 
opting to eliminate or modify obsolete 
usury ceilings, builders and lenders 
continue to tread water. 

“It hasn’t helped,” declares Robert 
Wiebold, executive vice president of 
the New York State Builders Assn. 

“Economics have outstripped us and 
we don’t expect to do any better this 
year than last, as far as single-family 
starts are concerned.” 

Wiebold expects the year-end starts 
total to fall slightly below last year’s 
35,000 mark. 

New law. Last December, after 
years of lobbying by New York State’s 
builders and lenders, the state legisla- 
ture voted to liberalize the state's 
usury ceiling which had remained at 
8⁄2% for years. 

The legislation states that the mort- 
gage rate can rise at a pace not exceed- 
ing 4% in each quarter—to a maxi- 
mum of 2% above the yield on an 
index of 10-year Treasury bonds. 

The index currently stands at about 
104%. If the bond yield holds steady, 
New York State mortgage rates could 
rise as high as 12\4%. 

Below national average. “The higher 
lending rates are an improvement, no 
question about it," Wiebold insists. 
"But with the national average at 
around 11% for conventional mort- 
gages, our current 10% rate simply 
isn't high enough to induce banks and 
S&L's to make more funds available for 
mortgages." 

For builders and homebuyers, Wie- 
bold believes, all is not lost. 

“Six months from now, when our 
ceiling comes within a quarter of a 
percentage point of the national aver- 
age, we should see some substantial 
improvement." 

Until then, he declares, “our situa- 
tion will continue to be what it has 
been for several years — brutal." 

Little impact on lenders. “The modi- 
fied ceiling hasn't had much impact on 
lenders in this state," says Edward 
Kramer, vice president of the Savings 
Assn. League of New York State. 
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“We've been saying for months now 
that it will take time— maybe a lot of 
time—for us to catch up with every- 
body else in the country." 

It was last December that League 
president Paul Schosberg termed the 
usury ceiling change “а giant stride 
that will bring New York into the 
twentieth century." 

Kramer still believes that the long- 
term effect of last December's change 
will be positive. 

“It will take time—about 6-8 
years — for banks and S&L’s to stabilize 
their loan portfolios. 

“Many of the association members 
are still carrying a bunch of 4% or 5% 
mortgages. They can't stabilize their 
loan portfolios with 10% mortgages 
overnight." 

Money leaves New York. According 
to a report compiled by the New York 
Assembly's committee on legislative 
oversight, the terms on conventional 
mortgage loans “remained as restric- 
tive as they were іп 1978 —ог became 
even more stringent." 

The report, based on questionnaires 
mailed to realtors statewide, found 
that the number of mortgages issued in 
New York by New York banks plum- 
meted 25% during 1979's first quar- 
ter. 

In addition, the Assembly commit- 
tee reports that more than $1 out of 
every $3 in mortgage money was sent 
out of the state by New York's banks. 

Compared with the first quarter of 
last year, the dollar value of New 
York's home mortgages has fallen 
15%. 

According to Lawrence Costiglio, 
executive vice president of the Savings 
Bank Assn. of New York State, the 
first quarter totals were lower than 
anticipated because they reflected 
mortgage commitments made by lend- 
ers late last year, prior to enactment of 


New York’s Schosberg 
Change was a ‘giant stride’ 


the usury ceiling modification legisla- 
tion. 

However, he admits, “the second 
quarter figures may not be much 
better.” 

C.D.s benefits. Rather than invest in 
conventional mortgages, the League’s 
Kramer notes, lenders have chosen 
alternatives such as 6-month savings 
certificates where the yield—10%—is 
higher and the risks lower. 

Over 25% of League members’ 
assets, Kramer says, are invested in 
money-market certificates. 

The tightening stranglehold on 
mortgage money in New York, Costig- 
lio notes, “reflects a continuing drop in 
savings banks’ deposits. He pegs the 
banks’ deposit loss at over $2.5 billion 
during the last 18 months. 

A 55% increase. According to an 
independent study based on the banks’ 
reports to the State Banking Depart- 
ment, lenders’ investments in out-of- 
state home mortgages rose from 
$100.3 million to $156.1 million—a 
55% jump—during the first quarter of 
this year. 

During the same period, the report 
says, new mortgage loan commitments 
fell from 13,888 last year to 11,524. 

The number of single-family and 
two-family loans dropped from 11,213 
іп 78's opening quarter to 8,397 this 
year. 

The Assembly committee report 
claims that 61 of 76 realtors surveyed 
saw no change in lending practices or 
were encountering more difficulty in 
obtaining mortgages for their home- 
buyer clients. 

In addition, the realtors reported 
that many lenders had “unstated” loan 
terms. 

A trade-off. Last December’s usury 
ceiling change came as a result of a 
trade-off with consumer group lob- 
byists. To quiet both camps—and to 
speed passage of the usury ceiling 
legislation which had been delayed six 
months—the New York lawmakers 
passed an anti-redlining measure. 

The law empowers the state's bank- 
ing commission to hold a hearing if a 
potential borrower charges a lender 
with geographic discrimination. If 
found guilty, a lender can be fined up 
to $15,000. 

The December compromise, howev- 
er, continues to be regarded as diluted 
by New York State's vocal consumer 
advocates. —T.A. 
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Experience Natura. 


Tile Italiano! Ё Ё 


Florida Tile has combined the tradition of Italian crafts- 
manship with a distinctive blend of natures own clays. The 
result is Natura. You can offer potential homeowners this 
classic ceramic tile in a broad spectrum of decorator colors, 
textures and fired glazes, perfect for any floor or wall of the 
home. Although Natura is European by heritage, it's made 
in America. This means it's competitively priced, with com- 
plete back-up inventory and prompt on-schedule delivery 
assured to meet critical demand and construction dates. 
Return this coupon and $1.00 to help defray costs. We'll 
send you an actual tile sample, the name of our distributor 
near you, and details on our Builder Model Home Program. 
This attractive Program can add a gracious tile accent to the 
foyers of your model homes. It complements their charm 
and value, and enhances their marketability to prospective 
homebuyers. Experience Natura from Florida Tile. You'll 
profit by it. 


men 
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| would like additional information concerning 
Natura tile. Please send me the name of my 
local Florida Tile source at no charge. 


Enclosed is $1.00 for an actual sample of 
Natura. 


Name_ гели: 
Company... sa ЖЕ ج‎ 


|, ETS _ ._ 


City - — — Sita г 


Telephone " 


H979 


® 


Natura is a registered trademark of Sikes Corporation Жш mm шыш шыш mm шыш шин mu ыш Se ты шыс! БЫ ЫШ шы o 
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Fact: KK operates the 
world’s largest cabinet 
manufacturing plant 

and produces more units 
than any other plant 

in the world. 


America's no. 1 selling cabinet 
line... Glenwood Two. 


Ask your distributor about KK 
custom kitchens. He's listed in 
the Yellow Pages or you may find 
him by calling the Sweet's 
BUYLINE® 800/447-1980. 


Kitchen Kompact, Inc. 

KK Plaza | 
Jeffersonville, Indiana 47130 
812/282-668' 


We deliver quality for the dollar. 
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PEOPLE 


Broadmoor adds 
execs to its roster 


Under the guidance of its 
Canadian parent — Genstar 
Ltd. (Montreal) — Broad- 
moor Homes (Irvine, Calif.) 
continues to shuffle its ros- 
ter of corporate execs. 

Sid Roach is imported 
from U.S. Home's Illinois 
division, where he was vice 
president/finance, to serve 
as Broadmoor Southern's 
executive vice president. 
Richard С. Saienni, а proj- 
ect manager for two years, 
is appointed Broadmoor 
Southern's vice president of 
project development. 

At Broadmoor Develop- 
ment Co. (Irvine), Forest 
Dickason is named vice 
president and development 
manager. Before all Broad- 
moor was recently divided 
into three parts by Genstar, 
Dickason had been corpo- 
rate planning director. 


BUILDERS: Ever on the 
move, U.S. Home Corp. 
(Houston) expands into Ok- 
lahoma and taps John Mims 
to serve as president of its 
Tulsa office. Mims was a 
project manager in the com- 
pany's Northwest Houston 
division. 

At the USH Southwest 
Witkin Division (Denver), 
George Saxton is named 
vice president of construc- 
tion while John F. Arney 


becomes vice president of 


land acquisition and devel- 
opment. Mark C. Schickner 
is promoted to project man- 
ager of Witkin's Westridge, 
Colo. development. 

Walter Browder becomes 
vice president of communi- 
cations at Pardee Construc- 
tion Co. (San Diego), and 
Michael D. Madigan be- 
comes vice president of de- 
velopment coordination. Be- 
fore joining Pardee, Browd- 
er edited trade magazines in 
New York, among them, 


Д 
Broadmoor’s Roach 
USH exec moves West 


American Builder (now de- 
funct) where he was chief 
editor. Madigan was a pro- 
grams and policy staff as- 
sistant to San Diego Mayor 
Pete Wilson. 

Kenneth W. Carlson, a 
founder of Ryland Homes 
(Columbia, Md.) and a vice 
president of The Ryland 
Group Inc., resigns. He 
joined the original Ryland 
Homes 12 years ago as a 
division manager and com- 
pleted his tenure as eastern 
vice president of operations. 
He'll start а homebuild- 
ing/real estate company in 
Columbia. Also at Ryland, 
James McEneaney is tapped 
as midwest regional presi- 
dent and chief operating 
officer. 

Joseph А. Story, an attor- 
ney and former FBI agent in 
Mississippi and New York, 
joins Ponderosa Homes (1г- 
vine, Calif.) as vice presi- 
dent and general counsel. 
Donald A. Braseth signs on 
with Ponderosa as land ac- 
quisition coordinator. Frank 
Fullerton and Ron Shackle- 
ford become assistant divi- 
sion managers in the com- 
pany's Southern California 
division. Ponderosa is a sub- 
sidiary of Aetna Life & 
Casualty (Hartford, 
Conn.). 

Richard A. Verry moves 
to Daon Corp. (Newport 
Beach, Calif.) as director of 
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One of the most 
asked-for appliances 
in new homes today 


Today's home buyers want ALL the conveniences — including a Genie 
Automatic Garage Door Opener System by Alliance! In fact, it's the one 
appliance that appeals equally to ALL members of the home-buying team. 

Now we've added a brand new touch to Genie. You push the button 
once to open...twice to close. That's convenience. ..with an Extra 
Touch of Safety! 

All new Genie systems feature the Extra Touch of Safety...the 
CRYPTAR*® II Digital Control security code system...and SEQUENSOR;? 
the computer-controlled brain. 

Put a new Genie in your new home. It will open the door — and it 
could close the sale! 


automatic garage door 
opener systems by Alliance 


Genie opens the доог... turns on the light . . . lets you drive right in! 


G The ALLIANCE Manufacturing Co., Inc., Alliance, Ohio 44601 
® 


ICAN PHILIPS COMPANY 
Maker of the UE AME Rotator... Alliance Tenna-Rotor®.. TVs Better Color Getter! 


Genie® Alliance, Cryptar* and Sequensor* are registered trademarks of The Alliance Manufacturing Company, Inc 


C 1979 The Alliance Mfg Co. Inc 
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with the Vapor Barrier 
that offers a drier, more 
livable, more comfortable 
environment 


Keeps heat in * Keeps moisture and chill out 
A tough, durable, puncture resistant barrier liner 
Stops “damp” basement complaints 
Eliminates musty odors and mildew 
Makes buildings more “energy efficient” 


s> 4 Tw og Ee Pew 


Concrete foundation wrapped with Tu-Tuf vapor barrier sheeting. 


Use Tu-Tuf vapor barrier sheeting to eliminate 
moisture migration around foundation walls, under 
concrete slabs and as a ground cover in crawl spaces. 


All foundations, whether wood or concrete, can be 
made weather and moisture proof. With Tu-Tuf applied 
around the outside perimeter from the base to ground 
level, and laid under the concrete flooring, the pro- 
blems of moisture penetration, dampness and cracks 
are absolutely minimal. 


Tu-Tuf is a superior product made from top quality, 
high-density resins. Its cross laminated construction 
process assures high tensile strength, puncture 
resistance and durability against biological 
breakdown and insect infestation. It will not tear dur- 
ing normal installation and will hold up against 
weather and soil conditions. 

These features, plus its low MVT rate of 0.00741 
gm/100 sq. in/24 hrs., which is over 67 times more 
effective than FHA maximum standards, guarantees 
its barrier performance and makes Tu-Tuf the best pro- 
duct of its kind in the construction market. 

Let Tu-Tuf vapor barrier help you plug that "hole in 
the bucket." Send for free literature that will help you 
build a better home. 


See us in Sweets Catalog General Building 
File 7.17/St, Light Residential File 7.17/Sto, 
Thomas Register and ThomCat. 


Distributor inquiries invited. 


Sto-Cote Products Inc. 


Drawer 310 - Richmond, IL 60071 
Call Toll Free 800/435-2621 
In Illinois Call 815/675-2358 
Established 1948 
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administration. He had 
been a commercial loan offi- 
cer with United California 
Bank (Irvine). Daon Corp. 
is a wholly-owned subsid- 
iary of Daon Development 
Corp. (Vancouver, B.C.). 

At Pulte Homes' (Atlan- 
ta) new Seattle division, 
Robert L. Langley moves up 
from vice president of mar- 
keting to division president. 

Ed Flanagan, a graduate 
of U.S. Home and Kaufman 
and Broad, signs on with 
Florida Residential Com- 
munities Inc. (Orlando, 
Fla.) as vice president of 
construction. 

Steven B. Fine is named 
financial coordinator at 
Watt Industries Inc. (Santa 
Monica). He held a similar 
post at Paramount Equities 
Ltd., a Los Angeles real 
estate investment firm. 


DEVELOPERS: Richard 
Brown becomes vice presi- 
dent of planning and devel- 
opment at Mitchell Devel- 
opment Corp. of the South- 
west (Houston). He held the 
same post with Woodlands 
Development Corp. (Hous- 
ton). 

Richard Kraemer, general 
manager of Universal De- 
velopment Corporation’s 
Fountain of the Sun (Mesa, 
Ariz.) retirement communi- 
ty, is named UDC vice presi- 
dent. He’s succeeded by 
Tom Lewis, a former Ryan 
Homes division manager in 
Akron, Ohio. 

Charter Development 
Corp. (Irvine, Calif.), a sub- 
sidiary of Anaheim Savings 
& Loan, promotes Suzanne 
N. Flocchini to sales admin- 
istrator. 

Robert L. Santos, a for- 
mer Irvine Co. project man- 
ager, becomes project direc- 
tor for Cadillac Fairview 
Homes West (Newport 
Beach, Calif.). 

In Brevard, N.C., Charles 
I. Duke becomes executive 
vice president and project 
manager at Connestee Falls 
Development Corp. 


LENDERS: Genstar Ltd., 
the big Montreal-based 
homebuilder, makes Gregor 
G. Peterson executive vice 
president in charge of finan- 
cial services. He'll oversee 
the operations of Western 
Mortgage Corp. (Los An- 
geles), First American Title 
Co. (Oakland, Calif.), Gen- 
star Pacific Investments 
(San Francisco), Genstar 
Housing Partners (Irvine, 
Calif.) and Sutter Hill Ltd. 
(Palo Alto, Calif.). All are 
Genstar subsidiaries. 

At Genstar Housing Part- 
ners (Irvine), Donna B. 
Tomlinson becomes director 
of operations for the compa- 
ny’s northern region. GHP is 
a financial service arm of 
Genstar Pacific Corp. It 
underwrites and initiates 
joint ventures with builders 
in the western U.S. 

Walter Blass moves up 
from Advance Mortgage 
Corporation's (Detroit) resi- 
dential mortgage sales di- 
rector to senior vice presi- 
dent in charge of residential 
mortgages. AMC, following 
months of litigation, is being 
divested by Citicorp (New 
York). It’s the third largest 
U.S. mortgage lender. 

The National Corp. for 
Housing Partnerships pro- 
motes five execs. Kathleen 
Gallagher climbs from as- 
sistant secretary and gener- 
al counsel to corporate sec- 
retary. New NCHP vice pres- 
idents are Larry Asbury, R. 
Wayne Mosier, Charles B. 
Turner and Thomas M. 
Tweel. NCHP provides equity 
capital and joint venture 
funding for local home- 
builders. 

Richard Mohme joins 
Builders Capital Corp. 
(Santa Monica, Calif.) as 
vice president/development. 
He had been manager of 
land development at Bechtel 
Corp. (Los Angeles). 

Walter M. Levine joins 
Equity Programs Invest- 
ment Corp. (Falls Church, 
Va.) as a regional represen- 
tative. 


SNUG-FITTING COMFORT. 


Owners will like the fact that Andersen® 
Windows are two times more weathertight than 
industry air-infiltration standards. Because 
that means they help seal out drafts and dust, 
and help save on heating and cooling bills. 


FUEL SAVING DESIGN. 


It comes from a wood core (one of 
nature’s best insulators), double-pane 
insulating glass and Andersen 
close-fitting tolerances. 


Dg POSITIVE LOCKING. 
Nw L From spring-loaded rods at top 


and bottom. 


EASY 
INSTALLATION. 


Completely assembled for fast, 
out-of-the-carton-and-into- 
the-wall installation. 


MOBILE HOMES 


‘Arkansas house’ goes on the road 


The original “Arkansas house," built 
according to standards set by the 
Arkansas Power & Light Co., slashed 
heating and cooling costs by 63% 
[HousiNG, Oct. '75] and has since 
been widely copied. 

Now the company has set its sights 
on developing energy-saving mobile 
homes. 

Explains Joe Leroux, AP&L's assist- 
ant residential services manager: “Ме 
realized that about 25% of our custom- 
ers live in mobile homes.” 

AP&L approached a number of 
mobile home manufacturers with a 
proposition: Design energy-saving mo- 
biles that comply with AP&L standards, 
and AP&L would help market them. 

Three companies—Guerdon Indus- 
tries of No. Little Rock (corporate 
headquarters in Louisville, Ky.), Cas- 
tle Industries of Conway, Ark. and 
Vintage Homes of Clarksdale, Miss. 
(corporate headquarters in Atlanta) — 
accepted. 

Added insulation. The mobile homes 
built by the three companies come 
with thick layers of floor, ceiling and 
wall insulation. Several other energy- 
saving devices required by AP&L’s stan- 
dards, such as storm doors, double or 
triple-glazed windows and magnetic 
weatherstripping, are also added (see 
diagram at right). 

Two of the manufacturers—Guer- 
don and Castle—offer the design 
features as a package that can be 
installed in any of their models. 
Vintage, a relative newcomer to the 
energy-saving-design field, offers only 
one such model. Cost of the additions: 
between $1,000 and $2,500, depending 
on manufacturer and options selected. 

Familiarity. Buyer acceptance of the 
new mobiles, which are available in the 
south-central states, has been only 
lukewarm so far. 

At Guerdon, they account for only 
5-10% of sales according to John 
Monaweck, vice president of the 
central division. At Castle they ac- 
count for about 7%, says Bob Mortoen, 
vice president of sales. And at Vintage, 
the one model accounts for 5% of sales, 
says Lou Tomlinson, manager of the 
company’s Clarksdale, Miss. plant. 

Because the mobile home market is 
generally very price-sensitive, the add- 
ed costs are a problem. But, as Guer- 
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don’s Monaweck points out, there are 
hidden savings: “You don’t need as big 
a furnace or blower fan. That alone 
offsets some of the increased cost.” 
Even more significant is the problem 
of familiarity. “This is still something 
new in mobiles,” says Leroux. “People 
just don’t know that they can get an 
energy-saving home in a single-wide.” 
A road show helps. To increase 
public recognition, AP&L—with an 
assist from the manufacturers, the 
Arkansas Manufactured Housing 
Assn., and local dealers—took the 
energy-saving mobiles on the road. 


KWH 
February 1977 1,561 
March 578 
April 425 
May 289 
June 887 
July 1,258 
August 1,038 
September 1,032 
October 812 
November 547 
December 1,262 
January 1978 2,073 
TOTAL 11,762 
Heating (Nov.-Apr.) 6,446 
Cooling (May-Oct.) 5,316 
Heating Cost @ 2.2¢/KWH $141.81 
Cooling Cost @ 4¢/KWH 212.64 
TOTAL ANNUAL COST $354.45 


TOTAL ANNUAL SAVINGS 


Mobile Home Test: Little Rock, 


Average of 3 
Minimum Property 
Standard homes* 


The road show traveled along two 
routes in the state, hitting 19 towns 
and attracting between 9,000 and 
10,000 people. 

Though sales results were hard to 
gauge because none of the companies 
kept accurate records, Guerdon’s 
Monaweck asserts that "sales in- 
creased appreciably.” And, ironically, 
there was an unexpected bonus for the 
manufacturers: A number of people 
who felt the energy-saving package 
was too expensive decided to buy a 
mobile home without it. 

—STEPHEN LEVIN 


1O) 


1. 12’’ (R-38) attic insulation 
2. 6’’ (R-19) wall & floor insulation 
3. Double glazed windows 
or storm windows 
4. Insulated door or storm door 
5. Weatherstripping 
6. Vapor barrier 
7. Attic ventilation 
== 8. Optional heat pump 


> Б, 


Arkansas 


Average of 4 
energy-saving 
standard homes* 


KWH % Saving 

715 54.2 

246 57.4 

132 68.9 

83 71.3 

337 62.0 

416 66.9 

493 52.5 

352 65.9 

323 60.2 

160 70.7 

570 54.8 

888 57.2 
4,715 59.9% 

2,711 57.9 

2,004 62.3 

$59.64 57.9 

80.16 62.3 
$139.80 60.6% 

$214.65 


*The tests were conducted on empty homes with thermostat settings of 68° for heating and 78' for 
cooling. The wes homes used 2';-ton heat pumps. The energy-saving homes used 1'-ton heat pumps. 
All homes were double wide with 1,056 sq. ft. 
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Now! Our new SHEETROCK® Brand W/R Joint Compound delivers a smooth, even surface for 
even smoother tile installations. Provides a uniform substrate sure to enhance your image with 
home prospects and tenants. Little wonder, more builders 
than ever are demanding SHEETROCK* Brand W/R Gyp- 
sum Panels for high moisture areas in today's quality- 
conscious market. Thats because these value- 
added panels are water-resistant from face paper 
to core to back paper. And strength without excess 
weight makes for fast, easy, money-saving instal- 
lations. Put this winning combination to work 
building prestige walls for you: SHEETROCK® 
Brand W/R Joint Taping System and SHEETROCK® 
Brand W/R Gypsum Panels. * Call your U.S.G. Rep- 
resentative. Or write to us at 104 S. Wacker Dr., Chicago, 
Ill. 60606, Dept.nee 


UNITED STATES GYPSUM], 


BUILDING AMERICA 


Kenmore 
laundry equipment can 
help you clean up. 


Your coin-op laundry is intended to serve 
a double function: as a profit center for you 
and as a convenience for your customers or 
tenants. 

But if your equipment doesn't perform up 
to exhausting load demands — or if you have to 
wait through unnecessary service delays all 
youll get is frustration. 

Thats why all Kenmore laundry equip- 
ment is performance tested to make sure it can 
take the heavy use and keep delivering reliable 
performance — load after load. 

Kenmore Power Miser helps you save on 
fuel costs. Kenmore energy-efficient laundry 


equipment helps keep your gas and electric 
bills down, too. Our washers with the Power 
Miser feature allow you to switch to a preset 
cold rinse to save on hot water. 

Sears Service — A plus for profits. 

Sears can provide you with expert service 
—for regular maintenance and repairs—to 
help you avoid costly, inconvenient downtime. 

LetSears and Kenmore help you turn your 
laundry into a profit center that serves you— 
and your customers — well. 


Kenmore. Solid as Sears 


Обеагѕ, Roebuck and Co 1979 


Contract Sales 


Circle 30 on reader service card 


QUALITY BUILDERS: YOU...AND ARISTOKRAFT 


You've built a good reputation in your community. You pro- 
vide homebuyers with the most affordable, best-constructed 
housing you can build. In a word, you offer good value. We at 
AristOKraft salute you. And, we'd like to remind you that that's 
the way we do business, too. 

At AristOKraft, we don't just assemble cabinets, we build 
them. Carefully. We construct our cabinets as if they were going 
into our own homes. 

And we realize that the families who move into the homes you 
build have wide-ranging tastes in decor. That's why AristOKraft 
has cabinet styles to satisfy virtually any builder's requirements 
.. and nearly any homebuyer's tastes. We produce 11 easy-to- 
live-with kitchen cabinet and 14 bathroom vanity styles, to give 
you a wide selection. 


TP 
КЕС У 
тхе 
Extra Protection 
Tor You 
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We also understand that you face numerous deadlines. So, 
we don't add to your worries; we'll make sure that our cabinets 
get to your job sites on time. Every time. 15 AristOKraft-owned 
warehouses in addition to our network of independent dis- 
tributors minimizes delays in shipment. 

If we sound like the kind of company you d like to do business 
with, get in touch with your AristOKraft distributor. Or contact us 
directly. Build AristOKraft value into the next quality home you 
start. Together, we'll finish many jobs that'll maintain the reputa- 
tions we've worked so hard to build. 


AristOKraft / Jasper, Indiana 47546 / (812) 482-2527 


haııcinn Q / 7Q 31 


Getting down to business—way down: 


Aspiring 
homebuilders 
pose with 
seminar 
speakers 


Davis Bankston, Walter R. Bankston | Bill Aydam Jr., Bill Aydam Construc- | J. Joseph McClatchy, James H. 
Construction Inc., Baton Rouge, La. | tion Co., Houston, Tex. with speaker | McClatchy Inc., Bryn Mawr, Pa. with 
with speaker Vondal Gravlee. Charles H. Orme, Whirlpool person- | speaker Bill Becker. 


nel director. 
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What's all this? 


А seminar 
with a twist... 


..as builders’ kids follow in their 
fathers’ footsteps and go to a seminar. 

Twenty-eight youngsters converged 
upon Benton Harbor, Mich. to learn 
more about the ins and outs of the 
homebuilding business—firsthand 
from the experts. The intensive week- 
long course for the sons and daughters 
of builders (only two daughters 
attended) was sponsored by Whirlpool 
Corp. under the direction of Henry 
(Hank) Fenderbosch, manager of resi- 
dential and commercial marketing ser- 
vices. 

And the speaker lineup was worthy 
of the homebuilders’ convention itself. 
It included: Michael Sumichrast, 
NAHB chief economist and staff vice 
president; William R. Smolkin, presi- 
dent of Smolkin Consulting Services 
Inc., New Orleans-based marketing 
consultants; William E. Becker of the 
William E. Becker Organization, a 
marketing research firm in Teaneck, 
N.J., and NAHB President Vondal 
Gravlee. 

What was the reaction to all this 
high-powered expertise? 

Lots of enthusiasm. In fact, one 
participant was so turned on, he 
suggested a comprehensive summer- 
long session. —M.S.C. 


Future executives concentrate on 
lecture on managing and mar- 
keting techniques. Over half of 
the seminar participants, aged 
16 to 25, plan to enter the build- 
ing industry. 


Builder Ernest R. Coleman, pres- 
ident of Ernest R. Coleman Co. 
of Fort Smith, Ark., talks about 
~~ family tradition in the building 
4 business. He has a son and a 
а daughter working with him. 


7% 


Ginger Aydam, Bill Aydam Construc- 
tion Co., Houston, Tex. with speaker 
Mike Sumichrast. 


Ы ИЧЕ" ae = Е е E LN 
Loni Abramowitz, Lesny Dev. Со., | John Napolitano, Napolitano Enter- | Andrew Н. Cohen, Sir Galahad Co., 
Los Angeles, with speaker Robert L. | prises Inc., Virginia Beach, Va. with | Virginia Beach, Va. with Whirlpool 
Brintnall, vice president of Whirl- | speaker Bill Smolkin. attorney Bob Judd. 
pool's sales division. 
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“7200 GALLONS! THAT’S HOW MUCH WATER 
YOU CAN SAVE THIS YEAR WITH THIS NEW 
GENERAL ELECTRIC WATER-MISER WASHER" 


BOB DABNEY, SPEC АЫ MARMI TS MGR., 
LOUISVILLE, KENTUC 


“That’s right! Our new Water-Miser Washer can save you 7,200 
gallons compared to our older models. And 1,440 gallons of that is hot 
water. That means energy savings. 

“And ease of service — we’ve got it. Our transmission can be 
replaced through the top in a matter of minutes. And the tilt-out control 
panel makes backsplash components easy to get at. 

lets hov Model, WWC- ..——-———_ 2 ee i 
6620V has big capacity, bleach | 
dispenser, and three-cycle selection, | 
including Permanent Press/Poly | 
Knit. Plus the exclusive Filter-Flo’ | COMPANY 

| 
| 
| 
| 
| 


Please send me more information. 


NAME 


system with the non-clog, easy-clean 
filter that minimizes lint." 
See the “Water-Miser” today. 


*Based on 1,800 average loads per year with a total water saving 
of 4.00 gallons per load, and a hot water saving of 0.8 gallons. ——— M——M— ee 2, — zi 


ADDRESS 


CITY STATE ZIP 


Mail coupon to: General Electric Laundry Dept. 
Appliance Park, AP1 222, Louisville, Kentucky 40225. 
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Шш. GENERAL © ELECTRIC 
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ANOTHER. ORIGINAL Patent Nos. po ِ 
PATENTED 3.306,956 | 
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METAL INLAY 
© DIMENSIONAL 1964 


EF 


295995 


A copolymer glass 
fibre reinforced 
structural panel 
material... 


AL-PROOF 
RINKLGLAS 


The metal inlay 
provides super 
protection to a 
beautiful product. 

The heavy duty, 
transparent glass fibre 
allows natural lighting. 
This patented, 
exclusive new 
paneling is available 
in any color or 
multi-color decorator 
combination. 


Suggested Usages: Roofing, Doors, Windows, 
Railing, Skylites, Partitions, Tuck body panels, 
Railroad car sides, Industrial Applications, etc. 
In solar systems Кгіпкідіаѕ° (multifaceted 
surface) has proven, by tests, to be a 20 per 
cent greater energy factor when used as the 
face cover. 


another original development 


of: © ee 

LUMEN SIONAL =~ 
FLASTILG К, 
"mem CORP xm 


1065 E. 26th Street ereawarionAt 
Hialeah, Florida 33013 (Dept. VP/H) A 
Tel.: 305-691-5961 

Telex: 51-9459 (Barnette Hilh.) 


Write for color brochure, samples and pricing 
information. 
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New Rittenhouse 


Star System 9000 Radio/ Intercoms 


Tremendous design advances let you install 

a radio/intercom in every home you build! 
You know that a radio/intercom system is one of the most 
desirable and high-prestige features of a new home. Now 
Rittenhouse has eliminated many of the problems that 
have prevented you from installing more intercom sys- 
tems in the homes you build! STAR SYSTEM 9000— with 
less than 20 system components—gives your customers 
the widest choice of intercom functions with the finest 
system available. The finest in electronics . . . in perform- 
ance ... simplicity of operation . . . dependability! 


No more confusion of many models, hundreds of parts. 
The STAR SYSTEM 9000 has one basic master station chassis 
with three step-up modules that just plug into the chassis. 
If your home buyers ever want more features, they can 
simply buy a new module. Terrific selling feature! 


And here's another—wiring is identical for any system 
requirement. You can pre-wire with the same rough-in 
kit, giving your buyer time to decide on which intercom 
function module best fits the family need. 


Simple operation and easy-to understand instructions 
minimizes callback problems. 


Exciting features give your homes prestige, added 
value! 


О Finest AM/FM radio tuner. О Powerful central amplifier. 
О Intercom PRIVATE switch cuts out music, permits inter- 
com calls, yet assures complete privacy from being moni- 
tored. О Door answering security. 0 VOX (a special voice 
operated circuit) increases monitoring efficiency, elimi- 
nates hisses and hums from monitored room. O Circuit 
board plug-in design simplifies service. 0 Power for 20 
stations. О Optional electronic door chime automatica. 
silences music and carries the clear chime tones to all 
listening stations. 0 Many more exclusives that help you 
sell homes faster, increase your profit. See your Electrical 
Contractor, Electrical Distributor, Lighting Showroom or 
call Rittenhouse today. 
ШЕШ Rittenhouse Division, 
LEES Honeoye re New York 14472 


Rittenhouse - 
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THE 1980-8] 
MARKET: 


WHAT TO EXPECT... 
HOW TO PLAN FOR IT 


A 22-day conference for 
builders,developers 
and marketing directors 


St. Thomas, U.S. Virgin Islands 
Oct. 31-Nov 1 & 2 


Newport Beach, California 
Nov. 12, 13 & 14 


housing 


MARKET: 


WHAT TO EXPECT... 
HOW TO PLAN FOR IT 


THE 1980-81 


An intensive 22-day session designed to help you 
set your strategy for the early 1980's. 


Here’s why 
you should attend. 


Housing experts see still more 
belt tightening in the real 
estate industry through 1980. 
But they're looking toward 1981 
and beyond for the strongest 
housing market in this country’s 
history — and so should you. 


How you plan and run 

your operation during the next 
12-24 months will determine 
whether or not you'l be in 

a position to reap the 

benefits later. 


At this conference you'll hear expert analysis 
of the key factors influencing the housing 
market you face in 198O-81. 


The Ene! Crisis: It's here to stay 

and touches every phase of 

the Real Estate Industry. 
You'll hear...What specific planning, 
production and marketing problems it will 
create and what kind of decisions it will 
force on you. 


o Runaway Inflation: It's going to 
have to be controlled before an 
economic upturn can begin. 
You'll hear...What kind of checks are 
likely to be applied and how they will 
affect your operation. 
e Demographics: Projections point 
a potential boom market through ‘he 1980's. 
You'll hear..How to determine what parts 
of that market will boom and how to 
target your planning to reach those segments. 


Specifically, You'll find out... 


What to expect from the real estate industry as the 
economy goes into and out of the current recession. 


* How long present high mortgage rates are 
expected to continue, and how to work with them 
during the coming months. 


How to find and approach the foreign investors 
who are actively seeking to participate in U.S. real 
estate. 


e What demand you can expect for both residential 
and non-residential development, and where in the 
country the demand will occur. 

How to meet the present demand for rental 
housing and be ready to convert to condominiums 
when the market shifts. 

e How to evaluate and select the non-residential 
opportunities that will arise in the early 1980's. 

How to design housing that will meet the changing 
demands of the next two years. 


Frenchman’s Reef, St. Thomas, U.S. Virgin Islands-Oct. 31-Nov. 1 & 2 
Marriott Hotel, Newport Beach, California-Nov. 12, 13 &14 


You'll listen to these experts in formal sessions 


and question them in informal round table talks. 


Eric В. Herr is Vice President, Economics for the McGraw-Hill 
Publishing Co. Prior to joining McGraw-Hill he was Executive 
Vice President and Chief Economist of Lionel D. Edie, and 
before that, Senior Economist and Product Manager of 
Data Resources Inc. He has been a member of the 
President's Council of Economic Advisers, and is affiliated 
with the National Association of Business Economists, the 
American Economics Association, and the Federal Statistics 
User's Conference. 


Dr. Alfred A. Gobar is President of Alfred Gobar Associates, 
the country's best known and most widely respected real- 
estate research firm. As both an economist and market 
analyst, he has particular expertise in the interrelated areas 
of both market and economic feasibility, and his company 
works with both residential and non-residential 
development. Dr. Gobar is the creator of THE HOUSING 
DEMAND INDEX which appears quarterly in HOUSING. 


Dennis R. Kelley is Vice President/Manager of the Real 
Estate Loan Division of the LaSalle National Bank in Chicago 
which specializes in construction, permanent, land 
development and subdivision loans. Prior to joining the 
LaSalle National Bank he handled permanent loans and 
equity placements with Baird and Warner Inc., a major 
mortgage banker. He was instrumental in founding a 
construction loan and equity REIT, and was responsible for 
establishing a real estate financing arm of Associates 
Commercial Company, a subsidiary of Gulf and Western, to 
do development and construction financing. 


Nelson C. Rising is President of Nelson C. Rising and 
Company, his own Los Angeles based development firm. He 
is currently involved in real estate development projects in 
California and Florida. He has served as a financial real 
estate consultant to other developers both here and 
abroad and has been instrumental in directing foreign 
funds into the U.S. market. 


Edward N. Kelley heads Edward N. Kelley and Associates, 
his own property development and management firm 


which operates in rental and condominium housing and in 
non-residential sectors. Formerly a consultant in the rental 
property management field, Kelley has worked with 
developers, investors, lenders, major corporations and 
Realtors. He is author of "Cost, Rent and Profit Computer: 
Rental Apartments," published by HOUSING Press, and 
"Practical Apartment Management," published by the 
Institute of Real Estate Management. 


Gordon Hall is Senior Vice President and head of the 
commercial division at R.M. Bradley and Company Inc., a 
national real estate consulting firm based in Boston. He is a 
trustee and chairman of the auditing committee of The 
Suffolk Franklin Savings Bank in Boston and a member of the 
National Association of Real Estate Boards. He is also a 
member of the Greater Boston Real Estate Board, the 
Urban Land Institute, a trustee of the Society For the 
Preservation of New England Antiquities, and chairman of 
trustees of the Hancock Historical Trust of Boston. He is 
currently consulting for the Cambridge Re-Development 
Authority. 


Barry А. Berkus, AIA, is president and founder of Berkus 
Group Architects, a 20-year-old firm with headquarters in 
Santa Barbara, California and offices in Santa Ana, 
California and Washington, D.C. Mr. Berkus, a leadi 
architect in the housing field, is a member of the AI 
the Urban Land Institute and a past member of the 
subpanel of the National Academy of Sciences reviewing 
certification of new building technology. 


and 


Maxwell C. Huntoon, Jr. is the publisher of Housing 
magazine. A former builder himself, he has served the 
industry press for the past 25 years, first as an editor at 
American Builder and for 19 years as an editor of House & 
Home, now Housing. During his years as managing and 
executive editor he initiated and built Housing's extensive 
seminar and conference program. 


Here's what else your 2: -day conference program will include: 


You'll attend a reception and cocktail party the evening before the conference 
begins, and cocktails and a banquet the second evening of the program. 


You'll attend informal round table sessions where you can speak with the experts. 
And as a special bonus you'l receive a full set of cassette tapes of the program. 


Please note: Enrollment at the conference is limited, so registrations must be 
accepted on a first come, first served basis. We urge you to register as early as 


possible. 


housing 


1980-81 


МАРКЕТ 


How to register 


Please complete and return the coupon 

below to: 

Seminar Dept., Housing 

1221 Avenue of the Americas New York, N.Y. 10020 
Or you may register by calling (212) 997-6692. All 
registrations will be confirmed by mail. 


Fee $795 


The full registration fee is payable in advance and 
includes all cocktail parties, luncheons, a banquet, 
and a full set of audio cassettes. Your spouse is 
invited to attend all cocktail parties and the banquet. 


Cancellations and refunds 

Registrations may be cancelled without charge up to 
two weeks before the seminar date. Cancellations 
received later than that are subject to а $IOO 
service charge. 


Hotel Reservations 

Frenchman's Reef Beach Resort in St. Thomas is 
holding a limited block of rooms for those attendees 
who wish to arrive as early as October 29th or stay as 
late as November 5th. 

Housing has reserved a block of rooms at Frenchman's 
Reef in St. Thomas at a special conference rate of $58 
single and S6O double. The hotel will hold this block of 
rooms until September 28th and after that reservations 
will be taken on a space availability basis. To make 
your hotel reservations, fill in the space provided on 


Seminar Dept. 
Housing Magazine 
1221 Avenue of the Americas 
New York, N.Y. 10020 
Please register me for the 
The 1980-81 Market: 
What to expect... 
How to plan for it 
Conference checked below 
St. Thomas, U.S. Virgin 
Islands, Oct. 31-Моу. 1 & 2, 
Frenchman's Reef 
Newport Beach, California 
Nov. 12, 13 & 14 
Marriott Hotel 
Check payable to Housing 
enclosed 
Bill my company 
Bill me 
Hotel Reservations for St. Thomas 
Arrival Date — Departure Date 
Single O Double O check one 
Make a separate check payable 
to Frenchman's Reef for $60 to 
serve as a deposit. 


Signature 


the registration coupon below, and enclose with your 
registration fee a separate check or money order 
payable to Frenchman's Reef for $60 which will serve 
as a deposit. Reservations for the hotel will not be 
honored by the hotel unless accompanied by a 
deposit. 

To make your hotel reservation in Newport Beach, 
Housing has arranged with the Marriott Hotel to hold a 
special block of rooms for our attendees. You can 
reserve your room by calling the Marriott directly at 
(714) 640-4000, 

Please be sure to say you are attending the Housing 
conference. This will identify your reservation with the 
block of reserved rooms, and assure you of the 
special seminar rate. Space is limited, so please make 
your reservations as early as possible. 


Hours 


Reception and cocktails will be held the evening prior 
to the conference at 6:OO. Registrants may check in 
then, ór between 8:3O and 9:OO the next morning. 
Conference sessions run from 9:OO a.m. to 500 p.m. 
on the first two days and from 9:00 a.m. through 
lunch on the last. 


Tax Deduction of Expenses 


An income tax deduction is allowed for expenses of 
education (includes registration fees, travel, meals, 
lodgings) undertaken to maintain and improve 
professional skill. See Treasury regulation 1162-5 
Coughlin vs. Commissioner 2O3F.2d3O7. 


Additional registrations 
from my company: 


Name 


Title 


Name 


Title 


More Than Опе 
Good Reason To Talk To CPR 
About Polyurethane. 


If you manufacture factory- 

built housing or 

components, talk to us 

about polyurethane. 
Polyurethane. It's a highly efficient 
insulation material...or an impact resistant 
tough elastoplastic. 


It can reproduce the fine grain and detail 
of wood cabinets and interior 
components, or economically duplicate 
millwork and exterior trim. 


Faced rigid-polyurethane foam panels can 
add insulation efficiency to factory-built 
housing. When dimensions are critical, 
roofs, walls and floors can be insulated to 
meet recommended R-values without 
altering framing construction. 


Polyurethane core building panels result 
in added structural value. Air infiltration is 
minimized, further reducing energy costs 
and the initial or replacement costs of 
heating and air conditioning equipment. 


Polyurethane core panels can be faced 
with gypsum wallboard for inside walls 
and plywood facings for outside 

walls. And...polyurethane core 

panels can meet new 
building codes for 
occupied housing. 


If you process 
polyurethanes, 
talk to us about 
RIM. 


New precision high-pressure 
mixing/metering technology, 
called reaction injection molding, is 
the latest breakthrough in 
applications development. 


This technique, ideal for foaming 
around inserts and for filling decorative 
exterior door design work without voids, is 
being utilized for economical 
polyurethane-core panel production for 
manufactured housing. 


RIM can save time, speed up production 
and assembly, and eliminate the additional 
costs of purchasing, handling and storing 
solvents. RIM eliminates the solvent cycle 
and the need to flush the mixing head. A 
rapid succession of shots is possible. 
Shorter cycle times mean fewer molds 
with resultant savings. 


If you process with RIM, 
talk to us about 
Rimfoam™ and 
Rimthane™. 


Combine these RIM advantages with 
systems technology from CPR. We 
produce RIMFOAM polyurethane systems 
for insulation and RIMTHANE elastoplastic 
systems for molded structural parts. 


RIMFOAM. The system's fast reaction rates 
create cellular symmetry in the foam. 
Result: a rigid polyurethane insulation 
material with a more uniform density, 
improved thermal resistance and 
dimensional stability. The application: a 
structurally sound, preassembled 
insulating panel or component for fast 
assembly of manufactured housing. 


Name/Title 
Firm 
Address 


Telephone 


CPR's O Rimfoam O Rimthane 


City/State/Zip 


My needs are: 


NR T. Е. 

Tell те more about RIM Molded Parts made with | 
1 

1 

| 

| 

1 

| 

! 

| 

1 

1 

| 

Immediate |; О Specify П 
Within 3 months Approve l 
3-6 months O Purchase i 
6-12 months Recommend 1 

О Reference | 
call 


RIMTHANE. An elastoplastic polyurethane 
with exceptional properties: high abrasion 
resistance, high tensile and tear strength. 
These properties, and an ability to act as a 
thermal break, are just a few of this 
material's advantages for today's building 
components technology. 

Our sales representatives are ready to talk 
about your requirements. Find out more 
about RIMFOAM, RIMTHANE, and CPR. 
Call us now. (213) 328-3937. 


[Cou 


555 ALASKA AVENUE TORRANCE, CA 90503 (213) 320-3550 
Hotline: (213) 328-3937 


A ا‎ M— i ннн н СЕНА 
Caution: As polyurethanes or polyisocyanurates 
may present a fire hazard in certain applications, 
interior applications must be covered with a suit- 
able thermal barrier. Exterior applications must 
have a protective coating to protect the polyure- 
thane or polyisocyanurate from the elements. 
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Enter 

the 

1980 
HOMES 
FOR 
BETTER 
LIVING 
AWARDS 
PROGRAM 
now! 


Sponsored by 

The American Institute 
of Architects 

and the editors of 
Housing Magazine 


Eligibility: Any house or apartment building in the United States or its possessions 
built since January 1, 1977 and designed by a registered architect is eligible. 
Entries may be submitted by any architect, builder, developer or owner. 


Entry categories: Custom-designed houses— one-of-a-kind detached houses, 
designed for private clients including year-round and vacation houses and 
remodelings and additions. 

Merchant-built houses—single-family detached houses for sale or rent 
including vacation and year-round, promotional and zero-lot-line houses and 
remodelings. 

Multifamily housing—apartment buildings; attached housing such as 
townhouses, duplexes, triplexes and fourplexes; multi-building projects including 
PUDs and sections of PUDs. 


Remodelings must take in the whole structure. Custom additions to a detached house must be tied 
into the original design of the house. No single room or single apartment remodelings are admissible. 
Redecorations are not admissable. Changes must be structural. Photos of both before and after 
construction will be required for judging. All categories include modular housing. 


Registration: Fee: $50 per entry. Registration fees are non-refundable. 
Deadline: registration forms postmarked by midnight, October 17, 1979. 


Submission of material: A spiral binder—color coded to project category— will be 
sent to each registered entrant in December, 1979. This should be filled with suf- 
ficient photographs and plans to illustrate the design. Detailed instructions will be 
included in the binders. Deadline: submissions postmarked by February 1, 1980. 


Judging: Will be held on March 18 & 19, 1980 at the American Institute of Architects 
headquarters in Washington, D.C. The panel will consist of outstanding architects, 
housing industry leaders and editors of Architectural Record and Housing. 

There are two types of awards: First Honor Awards and Awards of Merit. © 


Winners: Will be notified immediately after judging. Award certificates will be 
presented and slides of winning projects will be displayed during the 112th annual 
convention of the American Institute of Architects, June 1-4 in Cincinnati, Ohio. 
Winners will be expected to provide AIA and Housing with slides of winning entries, 
and will be charged a $25 fee by AIA for production of the annual award-winner 
presentation at the convention. Winning binders will not be returned. 


Conditions: Entries must be approved by all parties concerned. The Entrant 
represents that he is the sole proprietor of all rights in and to the material, 
illustrations and photographs submitted; that such items are free from copyright 
restrictions that would prohibit publication by Housing; that Entrant hereby grants 
to Housing the right to publish such material, illustration and photographs at such 
times and in such manner as Housing shall determine, and agrees to indemnify 
and defend Housing from any claims arising out of or in connection with any 
such publication by Housing. The Identification sheet (white) must be signed to 
validate your entry. 


REGISTRATION FORM 


Mail to: Dept. HFBL, Housing, 
McGraw-Hill, 41st floor, 1221 
Avenue of the Americas, New 
York, N.Y. 10020 by midnight, 
October 17, 1979. 


All winning entries will be 
publishedin Housing. 
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I wish to submit a project іп the 1980 HOMES FOR BETTER LIVING AWARDS 
PROGRAM. Enclosed is $50 per entry in check or money order made payable to 
HOMES FOR BETTER LIVING. | have used a separate form (or photocopy) for each 
entry. Please send me my entry material for the following category. 


Custom-designed house O Merchant-built house O Multifamily housing O 


Architect name 
Street, city, state, zip 
Project name & location 


Entry submitted by (Name of person to whom correspondence should be addressed) (Phone) 


Company and address 


Check appropriate company category[ies] Builder о Architect о Developer о Owner о 


UT NI m ON 


ARCHITECTS’ BOOK CLUE 
MEMBERSHIP ORDER CARD 


) 


1 Y ) 

Enroll me as a member and send me the two books indicated. | am to receive the 
premium book at the introductory price of $1.89 plus my first selection at the 
discounted price to members, plus tax, postage and handling. If not satisfied, | 
may return the books within 10 days and request that my membership be can- 
celed. If | keep the books, | agree to take a minimum of three additional books 
during the next two years. | will receive the Club Bulletin 13 times a year. If! want 
to examine a featured selection, | need take no action. It will be shipped 
automatically. If | want an alternate selection— or no book at all—1 notify the 
Club by returning the card enclosed. A postage and handling charge Is added 
to each shipment. | will have a minimum 10 days in which to return the card, and 
you will credit my account fully, including postage, If this Is not the case. Mem- 
bership in the club is continuous but cancellable by me at any time after the four 
book purchase requirement has been fulfilled. This order subject to acceptance 
by McGraw-Hill. Orders from outside the U.S. must be prepaid with international 
money orders in U.S. dollars. Tax exemption status is not applicable to purchases 
made through individual Club memberships. 


INDICATE BY NUMBER THE TWO BOOKS YOU WANT 


Write Code No. Write Code No. 
of Premium Book Here of First Selection Here 


ы Ыы 


SEND NO MONEY. SIMPLY MAIL THIS CARD TODAY AND WE WILL BILL YOU. 


Charge my © VISA MASTER CHARGE” Exp. Date 


Credit Card # “MC Bank #. 
Signature 


Name 


Address 


ee) Zip 


EXTRA SAVINGS: Remit in full with your order, plus any local and state tax and 
McGraw-Hill will pay postage and handling charges. (Applicable to U.S. orders 


only) HOUSING MAGAZINE 1979 A36244 


RCHITECTS' BOOK CL 
MEMBERSHIP ORDER CARD 


Enroll me as amember and send me the two books Indicated. | amto recelve th ^ 
premium book at the introductory price of $1.89 plus my first selection at the 
discounted price to members, plus tax, postage and handling. If not satisfied, | 
may return the books within 10 days and request that my membership be : - 
celed. If | keep the books, | agree to take a minimum of three addifional books _ 
during the next two years. | will receive the Club Bulletin 13 times a year. If! want - 
to examine a featured selection, | need take no action. It will be shipped 
automatically. If | want an alternate selection— or no book at all—1 notify the 
Club by returning the card enclosed. A postage and handiing charge is added 
to each shipment. | will have a minimum 10 days in which to return the card, and 
you will credit my account fully, including postage, if this is not the case. Mem- 
bership in the club Is continuous but cancellable by me at any time afterthe four 
book purchase requirement has been fulfilled. This order subject to acceptance 
by McGraw-Hill. Orders from outside the U.S. must be prepaid with international - 
money orders in U.S. dollars. Tax exemption status is not applicable to purchases 
made through individual Club memberships. 


INDICATE BY NUMBER THE TWO BOOKS YOU WANT 


Write Code No. Write Code No. *. 
of Premium Book Here of First Selection Here » 


SEND NO MONEY. SIMPLY MAIL THIS CARD TODAY AND WE WILL BILL YOU. 


MASTER CHARGE* Exp. Date 


Charge my © VISA O 


Credit Card # “MC Bank # 


Signature 


Name 


Address 


City State Zip 


EXTRA SAVINGS: Remit in full with your order, plus any local and state tax and 
McGraw-Hill will pay postage and handling charges. (Applicable to U.S. orders 


only) HOUSING MAGAZINE 1979 A36245 


BUSINESS REPLY CARD 


POSTAGE WILL BE PAID BY ADDRESSEE 


Architect’s Book Club 


РО. Box 582 
Hightstown, New Jersey 08520 


BUSINESS REPLY CA RD 20 


POSTAGE WILL BE PAID BY ADDRESSEE 


Architects' Book Club 


PO. Box 582 
Hightstown, New Jersey 08520 


NO POSTAGE 
NECESSARY 
IF MAILED 
IN THE 
UNITED STATES 


NO POSTAGE 
NECESSARY 
IF MAILED 


IN THE 
UNITED STATES 


Introductory offer to 
new members of the 


architects Dook cu 


162/182 
TIME-SAVER 
STANDARDS FOR 
BUILDING TYPES 


by J. DeChiara & J. H 
Callender 

Pub. price, $45.00 v 
Club price, $31.50 ے‎ 


771/43Х 
WORKING DRAWING 
HANDBOOK 

by R. C. McHugh 


Pub. price, $13.95 
Club price, $10.50 


026/386 
SPECIFICATIONS: 
Fo. Architecture, 
Engineering and 
Construction 


by C. Ayers \ 
Pub. price, $19.50 $ 
Club price, $13.65 


267/561 
DICTIONARY OF 
ARCHITECTURE & 
CONSTRUCTION 
by C. M. Harris 
Pub. price, $38.50 
Club price, $26.95 


785/678 
CONSTRUCTION 
MATERIALS: Types, 
Uses, & Applications 
by C. Hornbostel 
Pub. price, $30.00 
Club price, $23.50 


ANY ONE 
OF THESE GREAT 
PROFESSIONAL BOOKS 


FOR ONLY $ 1 


89 


VALUES UP 
TO $58.50 
ENERGY 
NSERVATION 
178/836 CO TANDARDS 
ENERGY CONSERVATION E 
STANDARDS 


For Building Design, 
Construction, and 
Operation 

by F D Dubin 

Pub. price, $22.50 
Club price, $17.95 


Li 

Treasury o 

: orary 
сомеп es 


629/382 

MODEL BUILDING FOR 
ARCHITECTS AND 
ENGINEERS 


by J. В. Taylor 


Pub. price, $24.95 
Club price, $17.50 


767/629 
ARCHITECTURAL 
PRESENTATION 
TECHNIQUES 


by W Atkin 


Pub. price, $15.95 
Club price, $12.75 


287/341 

STANDARD HANDBOOK 
OF ENGINEERING 
CALCULATIONS 

by T. G. Hicks 


Pub. price, $29.50 
Club price, $21.00 


096/473 
TIME-SAVER 
STANDARDS FOR 
ARCHITECTURAL 
DESIGN DATA, 5/e 
by J. H. Callender 


Pub. price, $41.50 
Club price, $31.25 


Tees 
»andard Structure’ 
Details For Building 
Construction 
| 


Ta 
785/112 023/395 256/241 124/302 089/248 023/301 463 /45X 017/514 
THE PHOTOGRAPHY OF HOUSES OFTHE WEST THE USE OF COLORIN ENERGY TECHNOLOGY ARCHITECTURAL A TREASURY OF STANDARD SOLAR ENERGY: 
ARCHITECTURE AMD by Architectural INTERIORS HANDBOOK DELINEATION: А CONTEMPORARY STRUCTURAL DETAILS Fundamentals in 
DESIGN Record by A. O. Halse by D M. Considine n Approach HOUSES FOR BUILDING Bullding Design 
by J. Schulman Pub. price, $18.95 Pub. price, $24.95 Pub. price, $58.50 otk geen by Architectural CONSTRUCTION by B. Anderson 
Club price, $14.95 Club price, $19.95 Club price, $40.95 by E. E. Burden Record by М, Newman Pub. price, $23.95 


Pub. price, $25.00 
Club price, $18.75 Pub. price, $29.95 


i Pub. price, $18.95 
Club price, $22.75 


Pub. price, $27.50 
Club price, $14.95 


Club price, $17.95 
Club price, $19.25 


ЛК 
e! 
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save time and money by joining the architects’ book club 


Here is a professional club designed to meet your day-to-day ar- 
chitectural needs by providing practical books in your field on a 
regular basis at below publisher prices. If you're missing out on impor- 
tant technical literature— if today's high cost of reading curbs the 
growth of your library—here's the solution to your problem. You're 
guaranteed a 1596 discount; often it's much more. 

The Architects’ Book Club was organized for you, to provide an 
economical reading program that cannot fail to be of value. Ad- 
ministered by the McGraw-Hill Book Company, all books are chosen 
by qualified editors and consultants. Their understanding of the 
standards and values of the literature in your field guarantees the 
appropriateness of the selections. Books are selected from a wide 
range of publishers. 


MAIL THIS COUPON TODAY 


Architects' Book Club 
РО. Box 582, Hightstown, New Jersey 08520 


How the Club operates: Fourteen times a year you receive free of 
charge The Architects' Book Club Bulletin. This announces and de- 
scribes the Club's featured book of the month as well as alternate 
selections available at special members’ prices. If you want to exam- 
ine the Club's feature of the month, you do nothing. If you prefer one 
of the alternate selections— or if you want no book at all— you notify 
the Club by returning the card enclosed with each Bulletin. 


. Asa Club Member, you agree only to the purchase of four books 
(including your first selection) over a two-year period. Considering 
the many books published annually, there will surely be at least four 
you would want to own anyway. By joining the club, you save both 
money and the trouble of searching for the best books. 


Write Code No. 
of Premium Book Here 


Write Code No. 
of First Selection Here 


Charge ту O VISA 


MASTER CHARGE* Exp. Date 


Please enroll me as a member and send me the two books indicated. | am to receive the Premium 
Book at the introductory price of $1.89 plus my first selection at the discounted price to members, 


plus tax, postage and handling. If not satisfied, | may return the books within 10 days and request that my 


membership be canceled. If | keep the books, | agree to take a minimum of three additional books during 


the next two years. | will receive the Club Bulletin 


times a year. If | want to examine a featured selection, | 
need take no action. It will be shipped automatically. If | want an alternate selection— or no book at а!!—! 


notify the Club by returning the card enclosed. A postage and handling charge is added to each shipment. 


| will have a minimum 10 days in which to return the card, and you will credit my account fully, including 
postage, if this is not the case. Membership in the club is continuous but cancellable by me at any time after 


the four book purchase requirement has been fulfilled. This order subject to acceptance by McGraw-Hill. 


Orders from outside the U.S. must be prepaid with international 


A 36243 money orders in U.S. dollars 


Credit Card # *MC Bank # 
Signature 

Name 

Address 

City State —  — .. Vip 
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NICASHINONA 
NATURAL 
MARKET 


FOR 
HOMEBUILDERS 


Once they were the preserve of 
a few specialists. No longer, 
though. For the word is out: 
Small office buildings are a hot 
ticket. 

Profitable, too. Especially in 
terms of tax-shelter and other 
bottomline goodies. 

What's more, homebuilders 
don't have to look far to find 
the action. Because it's all hap- 
pening right in their own back- 
yards. 

Fueled by the continuing out- 
ward migration of large corpora- 
tions, many suburbs have be- 
come important employment 
hubs with a growing need for 
both goods and services. Which 
is why an army of small compa- 
nies — supplying everything from 
paper clips to legal advice — has 
descended upon the hinterlands. 

Result: sizzling demand for 
small multi-tenant and owner- 
` occupied office buildings. 

Turn the page for a report on 
five rifle-shot approaches to this 
lucrative and expanding market. 
—BILL MULLIGAN 


Traffic-stopping office entry in Sacramento. For more 
details, turn the page. 
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IN SACRAMENTO, CALIF. 


A FULL-SERVICE PARK TAILORED FOR 
SMALL BUSINESSMEN 


The ad might read: 

"Start work immedi- 

H г ately іп ready-to-go 

y offices. Choice loca- 

tion near freeway and 

airport. From 170 to 

6,000 sq. ft. Rental 

includes full line of office services, plus 
amenities. No fees.” 

Such is the package being offered to 
tenants at the 6'⁄2-acre Bohannon 
office center, close by the American 
River. Total rentable space: 31,034 sq. 
ft. 

Built by the Sacramento-based Da- 
vid E. Bohannon Co. (projected hous- 
ing sales in '79: $36 million), the park 
is marketed mostly to small users. 

"Originally," says Bohannon, “we 
thought in terms of 1,500-2,500-sq.-ft. 
spaces. But our market studies pin- 
pointed a much bigger demand for 
rentals under 1,000 ft. So we decided 
to shoot mainly for 500-footers." 

While monthly rents vary according 
to office size and location, they aver- 
age $1.15 a sq. ft. in the four buildings. 
What this buys is an instant office— 
complete with carpeting and tele- 
phone. All that's needed is a chair and 
desk. 

“This is the clincher,” says Bohan- 
non, "especially for newcomers to the 
area. Normally, they have to stay at a 
hotel or motel while looking for a place 


, 
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to set up—and that takes time." 

Another attraction: a receptionist 
who answers the phone with the 
tenant's name. Dictation and typing 
service are also available. According to 
Bohannon, many small-space users 
aren't busy enough to need a full-time 
secretary. "But if they want someone 
for an hour or two daily, we provide 
the help." 

Tenants also get free use of confer- 
ence rooms, storage cabinets, copying 
machines (the only charge is for 
paper) and coffee rooms. 

And amenities include a gym (see 
photo, far right), access to American 
River bike and jogging trails — even 
fishing. 

Location dictated much of the 
center's design. It is across the street 
from a prestigious office park and 
adjoins a residential neighborhood of 
$200,000-plus homes. So Bohannon 
took pains to make sure the complex 
blended with the surrounding area. 

The result: earth-toned buildings 
with weathered-cedar siding, heavy 
shake roofs, and trimmed with rough- 
hewn beams. Interiors, too, reflect the 
woodsy, low-key design approach— 
mainly through extensive use of solid 
oak in floors, doors and trim. 

"Sure it's expensive," says Bohan- 
non, "but oak goes well with most 
colors. This gives tenants more flexi- 


bility in picking pictures and furnish- 
ings. And, it enhances the building's 
value over the long term." 

Most tenants currently are on 
month-to-month leases. Bohannon 
likes this because it means more turn- 
over, which makes it easier to raise 
rents. Lately, however, many tenants 
are asking for long-term leases. “We 
will probably go along, provided there 
are escalator clauses to cover inflation 
and cost increases," says Bohannon. 
“It doesn't make sense to lock yourself 
into a fixed rental for three years." 

In addition to leasing operations, the 
Bohannon Company uses one building 
as its corporate headquarters. 


FINANCIAL ANALYSIS 


Total cost $2,700,000 
Mortgage (30 years at 11 %) 1,890,000 
Equity investment 810,000 
Annual gross income (31,034 

sq. ft. @ $1.15 monthly avg. 

and misc. office services) 428,000 
Operating expenses 127,000 
Principal & interest 213,000 
Total expenses 340,000 
Cash flow 128,000 


Return on investment (cash 
flow divided by equity) — 15.8% 


Note: Tax write-off in first four years: $112,000; 
$90,000; $80,000 (est.); $70,000 (est.). 


Residential-style buildings 
range from 5,600 to 9,600 sq. 
ft. (photo left) and are sited on 
a boomerang-shaped lot (plan 
below). Big plus for neighbors: 
the complex buffers their 
homes from main artery. Spe- 
cial touches include pilaster 
lamp posts, sculpted-wood 
signs, building directories and 
polished brass door handles 
and hinges. Architects: Jerol 
Moore and Eric Erickson & 
Assoc. 
No. 
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Wanted: 
400 more exercisers 


If Bohannon had his druthers, the 
park would have one less amenity — 
namely its $50,000 gym/health spa. 
"Unfortunately," he admits, “а 
gym just doesn't lend itself to a 
project this size. Only a handful of 
people work out in it regularly. In 
fact, I’m my own best customer.” 
Intended for use by the builder's 
400 employees as well as tenants, the 
fully-equipped gym eats up some 800 
sq. ft. which, if rented, would put 
another $920 a month in the till. 
One saving grace: Bohannon, who 
used to tip the scales at 265 lbs., is 
now down to 210 and "feels great." 


Lounge area for tenants is complete with wet bar, dining room and kitchen. 
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INNORTHBROOK, ILL. 


A SERIES OF GREENHOUSES FOR CORPORATE 
CAMP FOLLOWERS 


Talk about bringing 
the outdoors inside. 
Here’s a Chicago- 
area building that 
does it in spades. 

It’s a 32,000-sq.-ft. 
addition to an office 
park located in a woodsy residential 
section of Northbrook, called (lest you 
miss the point of it all) Evergreen. 

Dreamed up by office/shopping cen- 
ter developer J.D. Gotta & Associates 
Inc. (Lake Bluff, Ill.) to house the 
small businesses that spring up in the 
wake of corporate relocations, this eye- 
catcher sells itself with a facade of 
21-foot-wide greenhouse windows, set 
off by dark brick. The unit’s 16 green- 
house windows are slotted around the 
exterior and both sides of an open-air, 
curved walkway that splits the build- 
ing in half (see plan above right). 

“What we’ve tried to create,” says 
President John Gotta, “is a natural 
and pleasant work environment—one 
in which plants and flowers replace 
cars and asphalt.” 

Aesthetics, however, are only part of 
the story. Gotta claims the greenhouse 
windows reduce tenants’ heating bills 
by about 15%. 

Here’s how it works. When the 
outside temperature is —10° F., say, 
the windows receive a solar gain of up 
to 50°-60° F. under sunny conditions 


JOHN GOTTA 
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(25°-30° F. when it’s cloudy). This 
solar-heated air then enters the HVAC 
system, where it is mixed with hot air 
and then recirculated. So the heating 
unit doesn’t have to work as much to 
achieve a comfortable temperature. 
What comes out is comfortable 72° air 
that is circulated to each of the build- 
ing’s 40 HVAC zones. 

In the summer, on the other hand, 
exterior sun screens on the south side 
of the building keep air conditioning 
costs in line. 

"We've added an expensive amenity 
to the mousetrap," says Gotta, who 
paid $88,000 for the custom-made 
windows, “but it's well worth it.” 

Designed by Chicago architect The- 
lander, Nelson & Associates for maxi- 
mum space utilization, the building 
has no lobby, hallways or common 
areas. Tenants enter their offices from 
a front-door parking lot or the center 
walkway. Each suite comes with a 
private bathroom. 

Flexibility is another plus. The basic 
40’ x 40’ module is broken down into 
zones —some 400 sq. ft. and some 800 
sq. ft.—to allow a lot of leeway in 
office sizes and configurations. These 
zoned modules are divisible and pro- 
vide a wide choice of space in 400- 
sq.-ft. increments. 

Although negotiations with some 
big (6,000-8,000 sq. ft.) tenants are 


under way, Gotta is shooting mostly 
for 1,600-sq.-ft. users. 

He explains: **Many large corpora- 
tions are moving to the suburbs 
because of lower land costs and prox- 
imity to housing and shopping facili- 
ties. Our primary market is the small 
support company that services these 
major corporations." 

Convinced that the greenhouse of- 
fice can't miss, Gotta is taking his 
concept on the road — first to Madison, 
Wis., then to Indianapolis. “They take 
six months to build," he says, "so we 
can do them in one season." His crite- 
ria for site selection: visibility from a 
main artery, good access and an iden- 
tifiable market. 


FINANCIAL ANALYSIS 


Total cost $2 million 
Mortgage (30 years at 10%) 1.5 million 
Equity investment 500,000 
Annual gross income 

32,000 sq. ft. @ $9/yr. 288,000 
Operating expenses 67,200 
Principal & interest 176,640 
Total expenses 243,840 
Cash flow 44,160 


Return on investment (cash 
flow divided by equity) — 976 


Note: Depreciation tax write-off in first four 
years: $91,200; $90,000; $70,000; $60,000. 


Greenhouse windows i 
(left) are repeated along | 
the building’s front and 
rear elevations—and 
through the middle as 
] well —for the 32,000- 
sq.-ft. building is split 
in half by a curved L 
pathway (see plan right). 
The building was de- 
signed on a basic 
f 40’ x40’ module which ' 
is split into 400-sq.-ft. 
_ and 800-sq.-ft. zones to 
С allow flexibility in leas- , 
ИП ing. 
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SECTION THRU GREENHOUSE UNIT 
Prefab greenhouse is 21” long and 61/2’ 
deep (detail above) —large enough to pro- 
vide attractive and functional office 
space. (photo left). 
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IN BOULDER, COLO. 


SMALL OFFICE BUILDINGS SOLD 


LIKE CUSTOM HOMES | 


*Commercial 

customers don't 

get as emotionally 

involved as home- 
r buyers, but the 
^ buying appeal is 
TOM & CAROLINE HOYT essentially the 
same in both markets." 

So says Tom Hoyt who, with his 
wife Caroline, runs the show at 
McStain Enterprises Inc. of Boulder 
(annual housing sales: $10 million). 
He's a structural engineer; she handles 
design and land planning. 

Their concept: one-of-a-kind office 
buildings for small businessmen. 
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The buildings at the Riverbend 
Office Park (above) run about 6,000 sq. 
ft. and sell fee simple for an average 
$300,000. Finishing costs and land 
premiums add another $70,000- 
$120,000 depending on lot size, high- 
way exposure and view (the Rockies 
are only three miles away). 

There's been no shortage of takers. 
“Our phone," say the Hoyts, “hasn’t 
stopped ringing since the park began." 
And the buildings have been sold with- 
out benefit of ads. Word-of-mouth was 
enough. 

Small wonder. Local office rents 
have soared due to escalating construc- 


aS. м X 


tion and land costs. Moreover, fast- 
growing Boulder’s slow-growth policies 
tend to discourage office builders 
(H&H, Dec. '77). Thus at the moment 
McStain stands pretty much alone in 
the owner-occupancy market. 

Buyers include a ready-mix compa- 
ny, several real estate firms, designers, 
consultants, a radio station and, since 
the site is zoned office-industrial, a 
machine shop. About a third of the 
park’s total space (55,000 sq. ft.) is for 
light industry, the rest offices. 

According to Hoyt, most owners use 
only the second floor, saving the down- 
stairs for future expansion. Usually, 


they set up a partnership to own the 
building. The partnership then leases 
the offices they need back to them and 
rents any extra space to other firms. 
Appreciation rates for office buildings, 
now running 10-12%, are a big part of 
the buying psychology. “With so many 
small businesses to choose from,” says 
Hoyt, "it's easy to control the mix.” 

Nor is that the only control. Every- 
thing from design to construction is 
done in-house. “This lets us move fast 
and get things right the first time," 
says Caroline Hoyt. “The only outside 
expert we need is a soils engineer." 

A major selling point has been the 


Eight-acre site (photo left) will 
contain nine buildings plus a two- 
acre park, which is owned in com- 
mon and maintained by an own- 
er's association. 

Each building is sold with its 
own parking lot, but access is 
shared — often a 20-ft. driveway is 
half on one lot and half on anoth- 
er—so that minimum space is lost 
on driveways. An easement allows 
cars to pass from one lot to anoth- 


This arrangement made it possible 
to get the proper parking ratio for 
larger buildings than would other- 


er to negotiate entrances and exits. 


wise have been possible. 


buildings’ design, which is more resi- 
dential than commerical. All have 
cedar shake roofs, and the exteriors 
are of stucco and exposed aggregate. 
Although each building has a different 
design, they are all tied together by 
similar rooflines, building materials 
and landscaping. 

The interiors are light and airy, 
thanks to generous use of atriums, 
skylights, greenhouse windows and 
floor-to-ceiling windows. And on the 
high vaulted ceilings, the wood beams 
were left exposed. “These are part of 
the structure, not just decorative," 
notes Caroline Hoyt. “We wanted 


people to see how the buildings 
work." 

McStain has its own custom wood- 
working shop, and does all the finish- 
ing itself. Buyers benefit from the low 
prices but, says Tom Hoyt, “it keeps us 
on schedule." 

Having cut their office-market teeth 
on this $3-million project, the Hoyts 
plan to do another park in Broomfield, 
just outside Denver. Instead of indus- 
trial, however, it will include 40% 
retail shops and restaurants. They are 
also building а 40,000-sq.-ft. mixed- 
use shopping center, over the shops, 
with townhouses in Boulder. 


TO NEXT PAGE 


Flag-decked atrium 
(photo right) is in the 
McStain corporate of- 
fice (plan left), which is 
used as a showcase for 
selling prospective 
buyers. McStain does 
not copy itself, however, 
but changes the details 
enough to give each 
building its own identity. 
Note wall lights in 
photo. Fixtures are 
simply porcelain sockets 
covered with polished 
wood plates made in the 
McStain woodworking 
shop—“a 20€ item.” 


EACH BUILDING IS DIFFERENT, 
BUT THEY ALL 
HAVE A SIMILAR FEEL 


e—a 


GROUND LEVEL 


И Typical buildings (photos 
| above and at left) share 
similar design and a 
similar palette of mate- 
rials, but each is 
unique. McStain paid 
particular attention to 
the entries: Some are 
raised, some sunken and 
some level. In the build- 
ing shown at left, for 
example, the main entry 
is at basement level (not 
shown on plan). And in 
the building shown 
above, it is trellised and 
has a greenhouse effect 
(far left on photo). All 
have the building num- 
bers etched in glass. 

Note bubble windows 
in the photo above, a 
feature that McStain 
pioneered in the Boul- 
der area. 


54 housing 9/79 


ш 
g 
< 
a 
S 
п 
2 
O 
= 


IN WEST PALM BEACH, FLA. 


A CONDO COMPOUND FOR INVESTMENT -MINDED M.D.s 


en ча: 
PHOTOS: JOE DONOVAN 
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V-shaped site (above) is con- 
venient for doctors — within 
easy reach of five hospitals — 
and for patients — across 
from a regional shopping 
mall (not shown) and near In- 
terstate 95, Florida's main 
north-south artery. Best of 
all, it stands at the entrance 
to a 500-acre PUD and ad- 
joins the PUD's golf course. 


The 2.9-acre site was 

in a prime location, 

surrounded by a pres- 

tigious country club, 

expensive high-rise 

apartments and a ma- 
JACK BROLSMA jor shopping mall 
(see photo left). But it was also narrow 
and V-shaped, and building a high-rise 
apartment tower would have required 
building a multi-story parking garage. 
That was something Palm Beach 
developer Jack Brolsma (housing sales: 
$10 million) felt his exclusive clientele 
would not accept. 

So he took the option offered under 
the zoning of the $370,000 site: a 
medical use. His 21-unit condominium 
office complex, known as Presidential 
Medical Center, attracts investment- 
minded doctors and dentists because it 
offers not only custom-designed space 
in a top location, but also fast appre- 
ciation and tax write-offs. 

"We don't put a shovel in the 
ground without first identifying the 
users," says Brolsma. "Surprisingly, 
our market research showed a strong 
demand for condo offices." 

Brolsma's package: one-story build- 
ing shells ranging from 1,156 to 1,560 
sq. ft. that sell for about $95,000. This 


includes a roof, walls, windows and a 
sand floor. (Concrete floors aren't 
poured until after a sale to allow for 
different plumbing requirements.) 

Custom finishing— dictated by 
equipment needs and space layout — 
tacks another $35,000 to $50,000 onto 
the tab. The M.D.s consider it a good 
deal; several are taking more than one 
unit. 

Brolsma is also leasing a number of 
units with an option to buy. “That’s to 
give doctors time to build up their 
practices before converting to owner- 
ship," he explains. Renters get a triple 
net lease with a base rate of $8.25 a sq. 
ft. plus $1 a sq. ft. for real estate taxes 
and another $1 for maintenance—a 
total of $10.25. 

Going condo yielded a financing 
dividend for Brolsma: Permanent take- 
outs could be handled by a local S&L. 

"Normally you'd have to go to an 
insurance company or other big insti- 
tutional investor for a project of this 
size," he notes. “Неге, however, we're 
talking about 21 separate small mort- 
gages —the kind of thing that S&Ls are 
geared to handle." 

The project, which was designed by 
Schwab and Twitty Architects Inc. of 
Palm Beach, is of wood and concrete 
construction, with exposed concrete 
columns that are both load-bearing 
and decorative (see photo right). These 


allow for good flexibility in interior 
layouts. The 21 offices are separated 
by eight-inch fire walls and linked by a 
common shake roof. By staggering the 
units along the angled building line, 
however, each is defined by its own hip 
roof. 

Landscaping costs ran a whopping 
$60,000, including $8,000 for trans- 
planting ten royal palm trees. These, 
along with eight others that were 
already in place, line the front of the 
property giving it high visibility. Says 
Brolsma: “For suburban offices, land- 
scaping is as important as carpeting in 
a home." 

Brolsma expects his medical center 
to net at least 15% on sales of $2 
million over the next three years. 
Important, too, is the exposure it has 
given him with investors (*you don't 
build these projects alone") and home- 
buyers. 

"We already have $3 million in 
contracts for a new fourplex develop- 
ment," he says, “and the models won't 
be ready until October. There's no 
doubt in my mind that the office job 
has helped our housing sales." 


Concrete columns, used 
as the buildings' main 
support, are also an at- 
tractive design element. 
Lightweight forms, 
made of wax-covered 
cardboard, were used to 
fabricate the columns 
right in place. The sys- 
tem is both fast and 
inexpensive, for once 
the concrete has har- 
dened, the forms can 
simply be pealed off the 
columns. “It saved us at 
least 50% over standard 
methods," says 
Brolsma. 


TO NEXT PAGE 
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IN CYPRESS, CALIF. 


a 


A STEEL-FRAMED BUILDING DESIGNED 


FOR FLEXIBILITY 


Most homebuilders 
like to stick with what 
they know and do 
best. Understandably 
so. However, suggests 
David Doremus, that 
may not always suf- 
fice in the office-building market. 

And Doremus, president of Los 
Angeles-based Eastern Pacific (resi- 
dential sales: $16 million) speaks from 
experience. “We made some mistakes 
on our first project," he says, "but we 
also learned some things." 

Especially about the advantages of 
steel vs. wood-frame construction. 

Doremus has put this lesson to work 
in his second office project, the $2.5- 
million Cypress financial center, a 
two-story, 45,000-sq.-ft. building that 
opened in July. He is now totally 
committed to steel. Even for buildings 
as small as 10,000 sq. ft. 

Why? The longer spans possible 
with steel mean fewer walls and more 
window openings. Which means much 
greater design flexibility. 

And for Doremus, who expects his 


DAVID DOREMUS 


Staggered plan (first floor shown at right) 
makes the 45,000-sq.-ft. building seem like 
four separate buildings. Two-story atrium 
entry, which is crossed by a second-floor 
bridge (inset on plan), is heavily landscaped 
for a prestigious-looking lobby. 
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office business to grow from $2.25 
million to $13 million by 1981, being 
flexible enough to provide what the 
clients want is the key to his business. 

Besides being unfamiliar with the 
product (let alone its allied trades and 
different technology), most builders 
tend to equate steel with *expensive." 

Not so, says Doremus. “The direct 
construction cost of our wood-framed 
building was $21 a sq. ft. as against 
$26 for the steel building. But if you 
add 15-20% for inflation, the costs are 
almost the same." And when it comes 


LI 
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time to sell the building, Doremus is 
convinced the steel framing will add 
$10 a sq. ft. to its value, "solely based 
on the quality of its construction and 
longer life." 

The Cypress financial center was 
designed by architect Johannes Van 
Tilburg of Santa Monica with a stag- 
gered facade that gives the effect of 
four different buildings (see plan 
below). Its bronze-tinted glazing is 
complemented by brick and redwood, 
and the exterior has been heavily land- 
scaped (photo above). 


The interior is also well landscaped. 
The corridors, for example, are dog- 
legged, with triangular atriums set into 
them to provide light and a flash of 
green. Windows of adjacent offices 
open onto these atriums. 

And the main entry, which is 24 ft. 
high except for the span where the 
second-floor corridor crosses it, is 
treated as a large atrium. 

Doremus opted for double-loaded 
inside corridors instead of the single- 
loaded exterior decks so typical of 
warm-climate office buildings ("great 
for housing but they don't work in 
offices"). He also installed an elevator 
in the two-story building. Without it, 
he claims, upstairs space would rent 
for 10% less, and so any building with 
more than 10,000 sq. ft. on the second 
floor should have one. Payback on the 
Cypress elevator, which cost $18,000: 
a mere 18 months. 

Doremus points out that many 
builders getting into the office market 
for the first time tend to attack it as 
though they were building blown-up 
condos—trying to be very creative, 
very residential. “But make no mis- 
take, you're dealing with a different 
kind of animal here," he says. “Wet 
bars, sliding glass doors and fireplaces 
don't sell offices. What sells them is a 
design that pays lots of attention to 
functional work areas." 


"Everything about this business— from 
financing and construction to marketing 
and management—is different," says 
consultant Herb Aist of Canoga Park, 


AN OFFICE Calif. *Yet many builders tend to treat 
IS NOT A HOME 7] office projects like housing tracts.” 


HERB AIST Aist, who has served as a consultant 
on both housing and commerical projects observes that 
even poorly designed products are selling well today 
because the market is so hot. But he warns that sooner or 
later, these conceptual mistakes will come home to roost. 
Probably sooner, judging by the rate at which increasing 
numbers of builders are entering this lucrative market. 
His advice to builders contemplating a dip in these 
waters: 

Think office. All too often, the first-time builder tries 
to show off his creativity. Result: a building that looks 
more residential than office. Cute balconies are fine for a 
home, for example, but they are expensive and have no 
practical use in offices. 

Builders, of course, are used to working with house- 
oriented architects. But if that first office is a learning 
process for both parties, the lesson may prove costly. 

Aist’s suggestion: Find an architect who has an office 
track record, preferably in the size you want to build. 

Think small. Many first-timers also tend to overbuild. 
A 30,000-sq.-ft. office, however, may be harder to rent 
than three 10,000-ft. units. Newcomers, in fact, probably 
ought to get their feet wet with 5,000 to 7,000-footers. 
Says Aist: "They are profitable, less risky and easier to 
sell than larger offices." 

Know your market. A poor site selection can sabotage 
any office job. Unlike big companies, which usually deal 
with a broker, most small-space users spot their next 
office while driving by the building. If you do not have 
good visibility and heavy drive-by traffic, you still have 
to resort to other, less effective ways of drawing 
tenants. 

Obviously, not everyone has a commercial arm to do 
the vital spadework. Solution? Use a good market- 
research firm (“the cheapest insurance you can buy”) as 
well as commercial brokers (“your best generator of 
good leads"). 

Spread the risk. Because commerical lenders are more 
conservative than S&Ls, financing for office buildings is 
often hard to come by. Especially for projects costing 
between $1.2 million and $6 million. Which isn't all bad. 
Indeed, besides insuring that the market won't become 
glutted, it leaves many options open to the creative, 
aggressive builder. 

Example: For small offices, the builder can use cash 
from housing sales to subsidize all or part of his 
construction—a virtual guarantee of better terms for 
both his interim and permanent financing. 

Such as was done in Cypress (see story at left), where 
Aist served as both consultant and general partner. 
Generally, however, he feels this approach works best 
with $600,000 to $1.2 million projects (“spread the risk 
on anything bigger"). 

Also, he points out, a builder can syndicate an office 
project — which gives him an ownership position for little 
or no cash investment —or he can take joint venture. 

“Building small offices," Aist concludes, "can be a 
great way to shelter profits, build up your personal estate 
and make a lot of money. To cash in on such opportuni- 
ties, though, builders must realize that they are in the 
real estate — not just the housing — business." 
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AND A WORD 
OF WARNING ... 


FIVE 
CUSTOM 
WINNERS 


These custom-designed 
award winners in the 
1979 Homes for Better 
Living program* range 
from 1,200 to 6,000 sq. 
ft. and are situated on 
very diverse sites. 
Specifically, they include: 
ФА sprawling 6,000-sq.-ft. 
residence located in the 
middle of a 20-acre mead- 

ow (right). "M Bett ons cm 
eAn expandable desert i once ймы Construction Со. 
home perched over a Location: Wayzata, Minn. 
rock-strewn ravine (page 
62). 

€ A 3,000-sq.-ft. complex 
set in a California vine- 
yard (page 63). 

€ A small but spacious 
contemporary home with 
an unusual means of pro- 
ducing privacy on a tight 
suburban lot (page 64). 

€ A secluded 1,200-sq.-ft. 
home built into a hillside 
overlooking the ocean 
(page 65). — MARY SARLO CRUZ 
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*The Homes for Better Living awards program ME oa 
is sponsored by the American Institute of Ar- ip 
chitects in cooperation with HOUSING. The full = i 


list of HFBL winners appeared in May. More 
winners will be featured in subsequent issues. 
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Six barn-like forms аге 
clustered to create this 
6,000-sq.-ft. residence. 
Four are joined to com- 
prise the main house; the 
remaining two—a guest 
house and a garage— 
stand alone (photo, facing 
page). 

The three buildings 
were sited to create a fore- 
court with a low wall on 
the fourth side (plan, fac- 
ing page). And although 
the complex is compact, it 
sits in the center of a 20- 
acre meadow. 

The open interior, with 
its cathedral ceilings, is 
painted white to contrast 
with the jet-black exterior 
(photo at right). Main- 
house living areas have 
been kept to the rear and 
they all have uninter- 
rupted views of the mead- 
ows and a nearby lake. A 
circulation gallery links 
the living areas, and a 
circular stairway leads to 
two second-floor bedrooms 
and a bath (not shown in 
plan). 
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Glass box-like residence is suspended 
above a ravine (section left) and surrounded 
by huge boulders (photo above). It was 
designed for a young couple who wanted 
their home to be a “part” of the desert 
environment, so transparent walls and 
decks on all four sides unite the outdoors 
with the living space (see plan below left 
and photo below). The house is constructed 
of steel columns bolted to glu-lam beams. 


12] AWARD OF MERIT 


Arch.: Edward B. Sawyer Jr., AIA 
Builder: Fred Corbus 

Owner: Mr. & Mrs. Fred Corbus 
Location: Pinnacle Peak, Ariz. 


Aluminum shade screen panels control 
the sun from above and vertical louvers 
control it from the sides (photo above), as 
well as deflect breezes and provide privacy 
and variety to the interior. This screening, 
plus careful siting, have made air condi- 
tioning unnecessary. Solar heating and hot 
water have been used. 


ROBERT C. CLEVELAND 


T-shaped house—consisting of а long, 
open living area crossed by a bedroom 
wing —is joined to a separate bedroom/en- 
try/garage unit by a latticed porch. The 
porch also serves as a shaded sitting area 
for the swimming pool (see plan, above 
left). 

A long clerestory defines the major 
living area (photo above) and creates a 
dramatic interior bathed in light, as shown 
in the photo at left. 

The 3,000-sq.-ft. home is sited in the 
midst of a West Coast vineyard. Field- 
stone walls and vertical redwood siding 
distinguish the exterior. 


l= 8| AWARD OF MERIT 


Arch.: Bull Field Volkmann 
Stockwell 

Builder: Edward R. Palmer 
Landscape arch.: Thomas D. Church 
Owner: N/A 

Location: Napa Valley, Calif. 


housina 9/79 63 


Compact contemporary һоте— 1,900 
sq. ft.—maintains a feeling of spa- 
ciousness and order despite its small 
size. The main-level living area is basi- 
cally one room, open to the outdoors on 
two sides (photo above and plan left), 
with sliding doors separating living 
from sleeping areas. Children’s bed- 
rooms are on the lower level. 

For privacy and energy conserva- 
tion, four solid sliding panels are hung 
from a track along the outside of the 
rear wall and patio area (photo below). 
Thus, the glass wall can be left exposed 
or partially or completely covered. 
This design element also adds interest 
to the otherwise simple exterior. 


Ёа awarp OF MERIT 


Architect: Tai Soo Kim 
Builder: Peter St. Pierre 
Owner: Tai Soo Kim 

Location: West Hartford, Conn. 
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Architect: Kirby Ward Fitzpatrick AIA 
Builder: Galli Homes 

Owner: Joseph Foster 

Location: Pacifica, Calif. 


Tri-level hillside home, set on a half acre in a San 
Francisco suburb, has only 1,200 sq. ft. There are just 
four rooms in this bachelor’s residence, three of which 
have large corner windows with an ocean view (photo 
below). There is also a large deck. The street side is 
private, with only one window over the entry. 

The house steps up the hill and the rooflines parallel 
the sloping terrain. These are echoed in the interior, 
which has high sloping ceilings and a balcony overlook- 
ing the living room (photo above, plan left). 
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Florida’s 

Gold Coast 

offers the 

California brand 

of housing excitement 


— but with 
a local flavor 


Ten years ago you'd have seen little 
in the way of fresh housing ideas 
from Miami Beach north to Boca 

Raton. Most of the housing was 
South-Florida-pedestrian-run-of- 
the-mill high-rises and stucco homes 
in grid subdivisions. 

Not so today. Florida's Gold Coast { 

is taking on the kind of sparkle that 

the housing industry associates with 

Orange County, Calif. Like Orange 

County, South Florida is becoming a 
showplace of design and merchandising. 
Much of the new design seems to 
come straight out of the West — 
vaulted ceilings, conversation pits and 
super-convenient kitchens, to name 
some. But there are differences — un- 
usual treatments of lofts, for example, 
and wood interior finishes that would 
make even Californians gape. 

And what of the homebuyers? 
They're changing, too. There are still 
plenty of snowbirds and retirees. But 
there are also more and more execu- 
tives with families, young couples and 
singles —enticed by the climate and 
growing job opportunities. For a look 
at what sells this diverse market, 

see the next 13 pages. 

—JUNE VOLLMAN. JOEL CAHN 


TOM KNIBBS 
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Boca West—Arvida Corp.’s 1,436-асге community in Boca Raton—is the site of Woodc 


The new Florida look — 


The cedar trim and garage 
doors are typical of California 
design. But the front porch and 
high-pitched, asphalt-shingle 
roof are more reminiscent of 
New England and the Atlantic 


A flavor of the pas 


Touches like small-pane win- 
dows, white-painted trim and a 
box bay in the garage wing give 
these detached houses a nostal- 
gic Colonial quality. According 
to marketing director Guy 
Bono, they are selling well to 
young families who have al- 
ready owned at least one Flori- 
da home and have had enough 
of white-stucco exteriors. 
Location: Audubon Village. 
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states. And that's why buyers— 
mainly couples with growing 
families —are attracted to these 
detached homes. Most of them 
are originally from out of state 
and are comfortable with the 


look of a wooden house. Archi- 
tect Quincy Johnson concen- 
trated the wood where it would 
have the most impact—around 
the entry and on the garage. 
Notice how the cedar in the 


a hybrid of Northeast and Far West 


garage doors has been carried 
right up to the roofline, giving 
the impression of a vast expanse 
of wood. 


Location: The Woodlands. 


t for buyers who want something more 


DAN FORER 


АЛЯ MOVE 


Old Florida chic— but updated 


In planning these townhouses 
for affluent “snowbirds,” the 
developer borrowed the look of 
the old Boca Raton Hotel— 
long a winter haven for monied 
northerners. 

But he added some contem- 


porary touches: the beige-and- 
brown color scheme, for exam- 
ple, in place of white stucco 
walls with red or orange roof 
tiles. Another variation: square 
bronze lighting fixtures instead 
of ornately carved lanterns. 


TOM KNIBBS 


Developer Hank Yusem ex- 
plains his return to an architec- 
tural style with time-proven 
appeal: “With so much wood- 
look housing being built in the 
area, this is about as new as you 
can get.” Location: Woodcrest. 


Who’s Who 


Audubon Village in the Villages of 
Homestead is a single-family de- 
tached community developed by 
Homestead Properties. Opening 
prices for the 1,138-to-2,136-sq.-ft. 
models ranged from $44,898 to 
$68,878. Architect: Eugene Smith, 
Tampa. Interior designer: Gart 
Urban & Assoc., Coral Gables. 


The Hamlet is a community of 
golf villas in Delray Beach devel- 
oped by Gaines-Curland. Houses 
contain 2,330 to 2,680 sq. ft. and 
opening prices ranged from 
$165,000 to $195,000. Architect: 
Antonio P. Fojo. Interior designer: 
Jennie Curland Assoc. All are of 
Delray Beach. 


Harbor Village at Old Port Cove, 
located in No. Palm Beach, con- 
sists of townhouses and mid-rise 
apartment buildings with units 
ranging from 2,379 to 3,119 sq. ft. 
Opening prices: $127,500 to 
$190,000. Developer: Old Port 
Cove/Harbor Village Ltd., No. 
Palm Beach. Architect: Schwab & 
Twitty, Palm Beach. Interior de- 
signer: Carriage House Interiors, 
Palm Beach. 


Maple Run in Lauderhill is a 
townhouse project with units rang- 
ing from 1,500 to 1,900 sq. ft. and 
priced from $45,990 to $66,990. 
Developer: Stephen Kapelow. Ar- 
chitect: Charles Sieger Assoc. In- 
terior designer: Cindi Kapelow 
Inc. All are of Miami. 


Sundance on Stirling in Hollywood 
is a project of attached villas de- 
veloped by Sundevco Inc. Opening 
prices for the 950-to-1,130-sq.-ft. 
units ranged from the mid-$30s to 
the mid-$40s. Architect: Joseph I. 
Greenberg AIA, Coconut Grove. 
Interior designer: Childs/Dreyfus 
Group, Chicago. 


Woodcrest in Boca West, Boca 
Raton, is a townhouse community 
developed by Yusem Homes Inc. 
The one- and two-story units, 
which contain 2,100 to 2,563 sq. 
ft., opened at $135,000 to 
$155,000. Architects: Jeffrey K. 
Hirschberg and Allen C. Roth of 
Fort Lauderdale. Interior designer: 
Childs/Dreyfus Group, Chicago. 


The Woodlands Estates is a de- 
tached-house project in Fort Lau- 
derdale. Houses have from 1,600 
to 2,100 sq. ft. and opened from 
$65,990 to $74,990. Developer: 
Long Green Development, Fort 
Lauderdale. Architect: Quincy 
Johnson Assoc., Coral Gables. In- 
terior designer: Michael Arker, 
Fort Lauderdale. 
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High drama 
with 
plank & beam 


Much of the entry impact in 
this two-story townhouse 
comes from the custom-like 
ceiling treatments. That's 
especially true of the living 
room, whose two-story 
height is emphasized by 
leaving the underside of the 
roofing exposed. 

Says architect Allen 
Roth: “Exposing structural 
members this way adds feel- 
ings of warmth and strength 
that can't be duplicated — 
even when the look is simu- 
lated with T-111 and false 
beams." 

Location: Woodcrest. 


m0». High drama 
бю: | . | with exposed 
ee fx || = | trusses 


Spanning distances up to 26 
feet, the rough-sawn pine 
trusses provide a rustic look 
that blends well with the 
wooded site of these golf 
villas. And they enable the 
home’s living and eating 
areas to become one huge 
space—open to the outdoors 
through expansive glass. 
Natural oak floors are a 
luxury version of the plank 
°` floors often found іп vaca- 
tion cottages. 
Location: The Hamlet. 


BILL ROTHSCHILD 


the kitchen 


What's more, in a town- 
house plan like this one, an 
exposed-wood kitchen ceil- 
ing makes economic sense 
too. Here's why: The kitch- 
en is in the same wing as the 
living and dining rooms— 
both of which, for market- 
ing purposes, were ear- 
marked for plank-and-beam 
ceilings. "It was frugal to 
continue the same treatment 
down the entire side of the 
house," says architect Allen 
Roth. 
Location: Woodcrest. 


HINO муа 


High drama with 
T&G planking 


Here, 1X6 cedar planks focus 
attention on a sloping living- 
room ceiling. 

This treatment added $300 to 
construction costs, yet was con- 
sidered crucial to the marketing 
program for this moderately- 
priced ($74,990) detached 
house in a prestige location. 

"Buyers are young profes- 
sionals who seck status and 
prestige," says architect Quincy 
Johnson. “Ап exciting ceiling 
treatment like this helps fulfill 
their desires." 

Another dramatic selling 
point: a corner conversation pit 
open to living and dining 
areas. 

Location: The Woodlands. 


FOR MORE KITCHENS, TURN THE PAGE 


2. PORCH 
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DAN FORER 


Skylit space 
at the hub 
of the house 


Twin skylights add a distinctive 
touch to this detached-house 
kitchen. They team with a 14- 
foot-high, planked ceiling to 
create impact and make the 
170-sq.-ft. work space appear 
much larger than it is. (The 
planking slopes up from the 
family room and extends to the 
living room—shown on page 
71 —and the entry foyer.) 

The kitchen's location in the 
center of the home's daytime 
activity areas makes it ideal for 
supervising young children. An 
extra-large pass-through over 
the sink permits a wide-angle 
view of the family room. It also 
offers a sight corridor through a 
glass slider to the rear pool/pa- 
tio area. 

Location: The Woodlands. 


A lofty kitchen 
with a 
cozy nook 


Sloping ceiling rises 16 feet 
above the floor of this golf villa 
kitchen. Tucked alongside the 
work space is an intimate 
breakfast area with a standard 
eight-foot ceiling. Clerestory 
windows high over the sink 
bring in daylight, and a pass- 
through turns a covered porch 
into an informal eating area. 
Soffit lighting and a marble 
floor add extra pizzazz. 
Location: The Hamlet. 


DAN FORER 


A stylish way 
to bring in 
the outdoors 


The idea: to recreate the 
ambience of a country- 
P manor breakfast room in 
attached housing. So 
French doors and a tall 
multi-paned window are 
substituted for the usual 
[| sliders; the space is capped 
with greenhouse windows 
and the outdoor living area 
is designed as elegantly as 
the indoor space. 

SWA Group of Sausalito 
was called in to plan the 
landscaping and patio wall 
configuration because “Cal- 
ifornians know how to en- 
close small spaces so people 
don't feel like they're in 
prison," says developer 
Hank Yusem. 

Location: Woodcrest. 


Tight space 
with 
wide appeal 


Free-flowing plans like this 
one sell well to young cou- 
ples and singles with infor- 
mal life-styles. Such a 
layout lets them mingle with 
their guests while dinner is 
being prepared, and makes 
serving and clean up easy. 

And when, as shown at 
left, the kitchen and dining 
area are linked with the 
same flooring, the kitchen 
space appears to be quite a 
bit larger than it actually is. 
Also helpful here: the deco- 
rating scheme — especially 
the use of a deep-tone wall 
behind white cabinets and 
appliances. 

Location: Sundance. 
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Getting high 
on 
lofty storage 


To the young couples and 
singles for whom this unit is 
designed, loft storage space like 
this adds an exciting, extra 
dimension to the wide open 
living area in a one-story 
attached plan. It also, the devel- 
oper says, seems to answer one 
of their major complaints about 
small houses—the lack of a 
place for books, extra chairs 
and other items that aren’t used 
every day, but need to be near 
at hand. 

As indicated by the shaded 
area in the plan below, the loft 
plus a large walk-in closet 
(reached through the loft) sit 
atop the bathroom core in this 
two-bedroom house. For a look 
at this unit, see plan B on page 
79. 

Location: Sundance. 


JIM DUNCAN 


From the master suite. 


It floats directly under the 
ridge of the pitched roof of a 
mid-rise apartment building, 
adding 306 sq. ft. of loft 
space to top-floor apartments. 
And, being open on both 
sides, it overlooks the liv- 


Here's a casual retreat in the sky... 


ing/dining room, family room 
and entry foyer. A triangular 
window at one end and the 
exposed underside of the roof 
add even more drama. 

Location: Harbor Village 
at Old Port Cove. 


... and a casual retreat in a pit 


It’s a couple of steps down 
from both the living room and 
the master bedroom —an un- 
usual linking of two areas 
that are usually kept apart. 
Reason: Buyers of this town- 
house are young singles and 
couples who want an informal 
style of living and are at- 


ji 


n 


I 
a. 


tracted by a bit of unconven- 
tionality. 

The pit is set at a 45- 
degree angle to give it maxi- 
mum exposure to the out- 
doors. This angle also puts it 
at the focal point of the 
house’s dramatic vaulted in- 
terior. Location: Maple Run. 


PHOTOS: DAN PORER 


Young-at-heart decor in 
sales office includes topo 
and floor-plan displays 
built with beer-keg s. 
As the photo on the facing 
page shows, the Sundance 
sales office is the end unit 
in a group of attached vil- 
las that serves as a model 
complex. When completed, 
the project will consist of 
167 one-and two-bedroom 
units, ranging in size from 
950 to 1,130 sq. ft. Open- 
ing prices ranged from the 
mid-$30,000s to the mid- 
$40,000s. Currently, with 
40 units sold, they're in the 
mid-$50,000 to mid- 
$60,000 range. 


DISPLAYS =o 


Merchandising 
with an accent 


on youth 


The message is unmistakable: This 
project is for the young at heart. 

That’s what comes across in the 
sales office with its display area that 
looks like a playroom (left) and its 
wide-open closing rooms (right). 

It comes across in the relaxed dress 
of the sales staff—blue jeans, boots 
and open-collar Western shirts. 

And it comes across in three models 
with their low-budget (but high-style) 
furniture, antiques to convey an image 
of quality and do-it-yourself special 
effects to show prospects how to 
upgrade their homes (see overleaf). 

All this merchandising is aimed at 
moderate income, first-time buyers— 
both couples and singles—at Sundance 
on Stirling in Hollywood, Fla. It’s the 
brainchild of Greenman Corporate 
Consultants Inc., the marketing arm of 
Sundevco Inc., the developer. The 
model and sales-office interiors are 
decorated by the Childs/Dreyfus 
Group of Chicago. 

Models for this young market 
should show prospects how to get a 
nice-looking home without spending 
too much money, says interior designer 
Gene Dreyfus. They should also show 
how they can increase the value of 
their homes while living in them. 

“It’s what I call the 60-month 
dream," he explains. “We figure these 
buyers will move up in about five 
years, but first they'll spend about 12% 
to 15% of their annual incomes on 
improvements." 

So Childs/Dreyfus shows a lot of 
sweat-equity projects —upgraded 
flooring and built-ins — that buyers can 
work on while they're living in the 
houses. They also supply working 
drawings and a list of materials and 
sources. Says Dreyfus: “We even tell 
them how long each project should 
take.” 


Non-private closing area is 
thought to spur sales by in- 
creasing the sense of urgen- 
cy, as prospects see others 
signing on the dotted line. 
Glass-top tables with beer- 
keg bases are less frighten- 
ing to a young market than 
conventional desks or con- 
ference tables would be, 
says interior designer Gene 
Dreyfus. And round tables 
are better than square, he 
adds, because "they don't 
put anyone in a place of 
authority." 
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1. Living/dining room, plan C. 


Open planning is the hallmark of the 
villas offered at Sundance on Stirling. 
The two larger models—plan A with 
1,075 sq. ft. and plan B, with 1,130 sq. 
ft.—are outselling plan C, with 950 sq. 
ft. That’s because they offer a second- 
bedroom option, which buyers are using 
as office/hobby space, guest quarters or 
later on, as a child’s bedroom. Other 
views of these units are on pages 73 
and 74. 


Inside the models: 
Do-it-yourself suggestions 


Some—such as the wood floors shown in 
photos 3 and 4—will increase the value 
of the house. Others are purely decora- 
tive. 

The flooring is inexpensive furring pine 
that is simply glued to the concrete slab 
and sealed with silicone. Buyers can get 
working drawings showing how to install 
it in this diagonal pattern. 

Among the decorative suggestions: the 
seating and bedding in photo 2. All are 
made from inexpensive materials such as 
surplus parachutes, foam rubber and can- 
vas. Another example: macrame curtains 
and wall art in photo 1. 

Also worth noting: the use of see- 
through furniture to make a small space 
seem larger. Two examples are the table 
and chairs in photo 5 and the side chairs 
in photo 4. 


PLAN B ee ПИРА... 


2. Master bedroom, plan C. 


WOH муа CSOLOHd 


3. Bedroom/den option, plan A. 


5. Kitchen/breakfast area, plan B. 
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4. Living room, plan A. 
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Hotpoints ovens and ranges 
fit your whole range of kitchen specs. 


Whether you're filling appliance 
spaces in apartments or single family 
homes, Hotpoint has ovens and ranges 
that will make the job easy. 


30” ranges in both free- 
standing and slide-in models. 
Hotpoint gives you many models to 
choose from. Plus a choice of oven- 
cleaning systems: self-cleaning, continu- 
ous cleaning and standard. Sleek black 
glass doors are available. And we havea 
21” range for compact kitchens, too. 


Microwave and conventional 
hi/lows. Double oven convenience is 
the kind of extra that can help buyers or 
renters make up their minds—fast. And 
speaking of fast, our Cooking Center 
Range (Model RH966GW) puts a 1.3 
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RB737G 


Beautifully. 


cu. ft. microwave oven at eye level. 
Down below, there's a self-cleaning oven. 


The whole deluxe package can be topped 


off with an optional hood and slipped in 
a space only 30" wide by 72" high. 


Countertop microwave 
ovens. Our complete countertop line 
lets you offer the latest microwave fea- 
tures. The deluxe solid state model 
shown below cooks by time, tempera- 
ture, or slow cooks using an Automatic 
Simmer Setting. 


Single and double built-in 
wall ovens. Hotpoint wall ovens are 
an easy way to add the custom look to 
your kitchens. The double oven shown 
(Model RK966G) has a microwave oven 
over a conventional self-cleaning lower 


RK966G 


oven. And our easy-to-install single built- 
in microwave oven (Model RK932) is a 
real eye-catcher, too. 


Hotpoint wall ovens can be paired 
with our brushed chrome, porcelain 
enamel or Smoothline" surface sections, 
and hoods in matching sizes. 

If you'd like to know more about 
Hotpoint ovens and ranges, get in touch 
with your Hotpoint representative. He'll 
take care of your needs. Beautifully. 
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For savings at the tap: 
a ‘tankless’ water heater 


The point-of-use water heater, which can be used inde- 
pently or as a booster, operates only when hot water is 
needed. And, according to the manufacturer, the unit is 
98% energy-efficient —a far higher figure than for either 
conventional gas or electric heaters. 

When used independently, “Instant-Flow” is attached 
to cold water lines in kitchens and/or bathrooms. This 
application is appropriate in: 

eSprawling houses, where kitchens or bathrooms аге 
located far from the conventional heater. (Once the unit 
is installed, energy-wasteful hot water lines can be 
disconnected.) 

e Additions or remodelings, which otherwise would 
require installation of new hot water lines. 

@Small vacation homes and non-res buildings, where 
the need for a conventional water heater would be 
eliminated. 

“Instant-Flow” can also be used to boost the tempera- 
ture on hot water lines feeding dishwashers and washing 
machines. Thus, the thermostat on the conventional 
heater can be set at 110°-120° rather than the usual 
140-160". 

There are two additional advantages in lowering the 
temperature setting: Piping and conventional heater last 
longer, since alkali-calcium corrosion is greater at high 
temperatures. And there is less chance of someone being 
scalded by overly hot tap water. 

“Instant-Flow” units cost $120 each, and must be 
wired by an electrician into kitchen or bathroom circuit- 
ry. Nine models are available, with flow rates ranging 
from .5 to 3 gpm and temperature-rise capacities up to 
122°. Chronomite, Carson, CA. Circle 200 on reader 
service card —S.L. 


Independent application: Water heater 
is installed on cold water line leading 
to shower and sink. 


Booster application: 
“Instant-Flow” is at- 
tached to hot water 

lines leading to dish- 
washer and washing 


Guts of unit —two 
coiled nickel-chromi- 
um heating elements— 
are contained in four 
Lexan? chambers, 
shown at left. Ele- 
ments are activated 
when water starts 
flowing. 


г im 
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KITCHENS 


“Monticello” wet bar cabinetry (above) is offered in a country pine 
or honey pine finish. Interior and exterior surfaces have a scrubba- 
ble acrylic coating. Hardware is finished in antique brass. Belwood, 
Ackerman, MS. Circle 209 on reader service card 


"Brentwood" cabinetry (/eft) 
has a distressed maple finish. 
Cabinet doors feature recessed 
panels. Boise Cascade, Berry- 
ville, VA. Circle 210 on reader 


service card 


Oak cabinetry, “Camargue” 
(below), comes with raised-panel 
doors. Open corner cabinet 
includes adjustable shelves. All- 
milmo, Fairfield, NJ. Circle 211 
on reader service card 


Wooden spice racks, installed 
on the wall cabinet doors above, 
are designed to accommodate 
the manufacturer's kitchen cab- 
inetry lines. Haas, Sellersburg, 
IN. Circle 212 on reader service 
card 


Double wall oven (right), which 
measures 27'' wide, includes а 
microwave oven (top) and a self- 
cleaning electric oven (bottom). 
Microwave unit comes with an 
electronic touch control panel. 
GE, Louisville, KY. Circle 213 


on reader service card 


Combination unit, “Patrician” 
(left), includes a refrigera- 
tor/freezer, a two-element 
cooktop and a stainless steel 
sink. Norcold, Sidney, OH. Cir- 
cle 214 on reader service card 


Custom cabinetry, "Century 
Hill" (below), is offered in 
fifteen finishes: oak, maple or 
high-pressure laminates. York- 
towne, Red Lion, PA. Circle 
215 on reader service card 
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Roofscape by Bird. 


It helps you sell your houses before 
people even step inside. 


extur d chow off a roof, adding to 


eauty and individuality of your houses. 


all. our r look Roofscape, because it 


x is > hds Ín«with everything from rugged wil- 


P derness to formal shrubbery. 
- This house is wearing our heavyweight 
Architect^ 70 shingles. Their rane om edges 
ке, 


and thick texture cast deep shadow lines. And 
Architect 70's will look good to your buyers 
down the road. We make them with two lami- 
nated layers of premium asphalt that can’t rot, 
curl or burn like wood. So they give superior 
protection against wind, weather and fire. 

Bird Architect 70’s weigh approximately 
345 lbs. per square, and they re backed with 
our 25 year prorated warranty. For the 
whole story on our line of building products, 
just drop our coupon in the mail. 


Bird & Son, inc., 

E. Walpole, MA 02032 

I'd like more information on Bird 
asphalt shingles. And tell me about 
Bird’s solid vinyl siding and gutters, 
plastic shutters and storm doors. 
Name 
Company 
Address 
City County 
State P a 


Phone 


Housing-Sept. 1979 © 1979, Bird & Son, inc 


KITCHENS 


Both units come with a 


touch controls. 
woodgrain-finish control panel. Whirlpool, 
Benton Harbor, MI. Circle 201 on reader 


service card 


“Brite Line” knobs and pulls (above) are 
made of plastic. Hardware is offered in 
white, yellow, blue, red and brown. Ajax 
Hardware, City of Industry, CA. Circle 204 
on reader service card 


Traditionally-styled cabinetry, “Bishop Hill” (above), is available in a toasted almond or 
burnished russet finish. Frames have mortise-and-tenon joints and doors are equipped with 
self-closing hinges. Among options offered is a built-in pantry unit. Brammer, Davenport, 
IA. Circle 207 on reader service card 
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“International Plank" cabinetry (above) is 
composed of particleboard overlaid with 
plastic laminates. A variety of pulls are 
offered. Schmidt-Haus, Madison, WI. Cir- 
cle 202 on reader service card 


Bar sink faucets (above), made of brass, 
may be obtained with porcelain or metal 
handles. Units are available in nine finishes. 
Rodac, Carson, CA. Circle 205 on reader 
service card 


Steel range hood (above), designed for verti- 
cal or horizontal ducting, is available in 
30’’ and 36'' widths. Unit has a baked 
enamel finish. NuTone, Cincinnati, OH. 
Circle 203 on reader service card 


Range hood (above) comes pre-wired and 
pre-assembled. Models are available for 
island, peninsula and wall-mount installa- 
tions. Vent-A-Hood, Richardson, TX. Cir- 
cle 206 on reader service card 


Top-of-the-line refrigerator (above) features 
an ice cube/cold water dispenser on the 
freezer door. Tappan, Mansfield, OH. 
Circle 208 on reader service card 


Cedar can have bottom line beauty, too. 


Designs can be beautifully realized in Western red cedar. That's a given. 
But when you specify quality PenPly exterior 303 plywood panels, beauty 
becomes more than a surface thing. The savings are also beautiful. The 
bottom line is rea/ economy that comes from reducing labor intensity. For 
example, a 2,000 square foot surface requires only 62 panels, minus windows 
and doors. And, PenPly goes on in less time, using less manpower than 
masonry and other piecework sidings. This means faster completions, and 
quicker sales with greater profits. 

Our Western red cedar plywood panels also give you the advantage of 
low maintenance, weather resistance and the ability to take a wide variety of 

5; таф: stains. Side with PenPly and show a good-looking bottom line, too. 

<a, з 4 For additional information, contact your nearest wood products 
i y XE distributor or see Sweet's General Building and Light Residential Files under 
ran e za Siding/Cladding Section (7.6 Pen). 
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Circle 85 on reader service card 
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"H 7 ® М PK ЖО 
“I don’t know who you are. 
H 25 *ni fr AY 25 3) 
I ge پا‎ know your company. 


BR Ах 0 ІМ f/K B9 ZS н] B 7 E 
I don’t know your company’ в product. 
9 2 *n il 1 A + 8 fv * ft 2. 
Idon't know what your company stands for. 
= 3E ut mm de 
Idon't know your company's customers. 
H A E ЖФ 
I don’t know your company’s record. 
Б) R9 Pm BE 2n fs 
I don’t know your company’s reputation. 
fk xj Jm ЖЕ xci 
Now — what was it you wanted to sell us?" 
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McGraw-Hill helps you do business 
in the People's Republic of China. 


You know how advertising in 
McGraw-Hill magazines helps your com- 
pany contact prospects, arouse interest in 
products, overcome sales resistance, and 
create preference when you're selling to 
businesses here in America. 

But you may not know that McGraw- 
Hill’s American Industrial Report can do the 
very same things to help you sell to your 
toughest prospects in the People’s Republic 
of China. And you also may not know that 
American Industrial Report, as the first U.S. 
technical magazine accepted into modern 
China, has more than five years of experi- 
ence and marketing expertise. 

During the early 1980, the People's 
Republic of China will spend an estimated 
$30 billion-plus for foreign technology and 
capital goods. By 1985, they'll be buying a 
projected total of $12-15 billion worth from 
companies in the United States. 

Obviously, the People's Republic of 
China is an important new market for 
American manufacturers. 

But it's one thing to identify an impor- 
tant new market. And quite another to suc- 
cessfully capture a share of it. 
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Selling industrial products in the PR.C. 
involves the same problems as selling them 
in the U.S. 

Plus the problems of a different lan- 
guage and culture. And a different political, 
economic and foreign trade system. 


There are almost 1 billion Chinese. 
McGraw-Hill's American Industrial 
Report reaches the 1% you need 
to do business with. 


Every month, American Industrial 
Report reaches 35,000 end-users, engineers, 
managers, Foreign Trade Corporation and 
ministry officials. With an estimated pass- 
along of 50 readers per copy, that gives you 
exposure to 1 million Chinese — the .1% of 
the population who, as key decision-makers, 
are your key prospects. 

American Industrial Report also helps 
you reach them in their own language. With 
free translation of your advertising copy 
into modern Chinese characters — the kind 
used in technical journals in the PR.C., not 
Hong Kong or Singapore. We also give you 
free, expert advice on how to avoid the kind 
of political and cultural errors that could 


alienate or confuse the very people you're 
trying to sell to. 


A free guide to selling in the P.R.C. 
and to the magazine that helps 
you do it. 

American Industrial Report would like 
to share what it's learned over more than 
five years of serving end-users in the People's 
Republic of China — and serving American 
advertisers who want to sell to them. 

We've put it all into a free 84-page 
guidebook, which you can get by writing 
American Industrial Report, 1221 Avenue of 
the Americas, New York, New York 10020. 

Or calling Robert Christie at 212-997-6730. 

Write or call for your copy today. 

Now that the People's Republic of China 
has opened the door, see how American 
Industrial Report can help you get a foot in it. 


„ЛТ 
n 


McGraw-Hill Magazines 


—— 


How to cut time off 


New Sturbridge 


lap siding 


Introducing a beautiful 
edge in the race to sell homes: 
Weldwood® Sturbridge" lap 
siding, from Champion Building 
Products® 

Unlike single lap siding, 


Sturbridge goes up three laps at a 


time, in convenient 1’ x 16’ strips. 
What it means is simply this: it 
can save you from %4 to % the 
installation time and still give 
you all the warmth and colonial 
beauty of traditional lap siding. 

Sturbridge will save you 
more than time, too. You won't 
need wedges or shims—simply 
use nominal 1” corner boards. 
And it's easy to work with. 
Sturbridge goes right up over 
plywood, lumber or structural 
fiberboard. It saws and takes 
nails beautifully. And it comes 
factory-primed. 

Sturbridge isn't just fast 
and easy. It's good: it's a genuine 
Weldwood hardboard siding. 
Which means it'll look great over 
the years, will resist denting, 
checking and cracking, and won't 
ever rust or corrode. And it meets 
or exceeds the requirements of all 
national building codes and most 
local ones. 


Patent Pending for Sturbridge Siding 


your laps. 


The point is this: when you 
want a classic colonial lap siding 
and you want it fast, look for new 
Sturbridge at your local 
Headquarters/Champion Building 
Products Dealer. 

Or, for further information, 
call your local Champion Building 
Products Sales Office. 


© 


Champion Building Products’ 


Champion International Corporation 


© Champion international Corporation, 1979 
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Circle 87 on reader service card 


LIGHTING 


Ceiling fixtures (above) come with canopies finished in polished chrome or brass. Single- 
bulb units, shown at left and center, measure 10’’ in diameter X 10’’ high and 10°’ 
square X 10’’ high, respectively. Three-bulb lamp, shown at right, is 10’’ in diameter х 
8’’ high. Avanti, Mineola, NY. Circle 227 on reader service card 


Cedar chandelier (above) features five 
515''-sq. lampholders; each lampholder 
accepts a 60w bulb. The 24’’-sq. unit is 
UL-listed. Idaho Wood, Sandpoint, ID. 
Circle 228 on reader service card 
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Six-light chandelier (above) features curved 
pewter arms and a brass center column. 
The 22’’-diameter unit comes with black 
clip-on shades. Progress, Philadelphia. Cir- 


cle 229 on reader service card 


m o M 


Vectorflood? floodlights (above), shown mounted on steel poles, are suitable for use in 
recreational areas. Luminaires accept high-pressure sodium, metal-halide or mercury bulbs. 
Johns-Manville, Denver, CO. Circle 230 on reader service card 
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Chandelier line (above) is available with 
clear or bronze-smoke beveled glass. Halo, 
Elk Grove Village, IL. Circle 231 on reader 
service card 


Fluorescent lamp (above) is available in 4’ 
or 8’ lengths. Unit may be wall or ceiling- 
mounted or hung from cables. Lamp may 
be obtained in a variety of baked enamel 
finishes or in plated chrome, brass or 
bronze. GTE, Stamford, CT. Circle 232 on 
reader service card 


Quartz floodlight (above) accepts tungsten 
halogen bulbs up to 500 watts. Die-cast 
aluminum casing includes integral cooling 
fins and heat-dissipating socket blocks. 
Adjustable mounting arms provide for easy 
installation. Unit comes with lens assembly 
clamps that snap open and shut. Keene, 
Union, NJ. Circle 233 on reader service card 


H IN ON THE SUN 
WITH GRUMMAN. 


The Grumman Sunstream™ 
solar hot water system lets you 
build extra, easily recognizable 
value into your homes. And you 
can add hundreds of additional 
profit dollars to every sale. 

Best of all, you can offer buyers 
a home that will help reduce 
energy bills — for a lower net out- 


of-pocket cost than the same home 


with a conventional hot water 
system. 

A $100,000 home with a 9095 
mortgage would require $10,000 
down. The same home with a 


Grumman Sunstream solar system, 
if priced at $102,500, would require 


$10,250 down. 

The buyer of a solar home, how- 
ever, would qualify for a $700 tax 
credit applied against the $2,500 
cost of the system. So net out-of- 
pocket cost of the down payment, 
once the refund was received, 
would be just $9,550. And in 
certain states, additional tax in- 
centives further lower the net 
cost of the system. 


A COMPETITIVE EDGE 
FOR YOUR HOMES. 


More and more buyers are 
becoming attracted by the energy- 
saving potential of the Grumman 
Sunstream solar system. 

Depending on location and 
water use, a Grumman Sunstream 
system can provide up to 8096 of 
the energy to make hot water for a 
typical family of four. 


FAMILIES ACROSS THE 


COUNTRY KNOW THEY CAN 
CASH IN ON THE SUN. 


Grumman Sunstream solar. 
systems are already in ope 


in many homes across the country. 

In addition, consumers are 
reading about this system in news- 
paper and magazine ads, and 
seeing it in TV commercials in a 
number of major markets. 


NEW FLAT PANELS CAN 
BE RECESSED IN THE ROOF. 


Now you can actually recess the 
panels so as not to disturb the clean 
lines of the roof. Or you can select 


the more traditional curved panels. 


In either case, you offer your 
customers the security of our 
5-year limited warranty, including 
parts and labor. 


THE SOLAR MODULE. AN 


IMPORTANT STEP FORWARD. 


A special Solar Module elimi- 
nates a second hot water tank in 


some cases, and gives your cus- 
tomers a completely integrated 
system. 

Users can monitor the function- 
ing of the system at a glance. And 
the Solar Module also areatly 
simplifies servicing requirements. 


ASK GRUMMAN HOW YOU 
CAN CASH IN ON THE SUN. 


The time for solar is right now. 
Clip the coupon and send it to: 
Grumman Energy Systems, Inc. 
Dept. но-203 
4175 Veterans Highway 
Ronkonkoma, N.Y. 11779 


O Yes, rush me complete information on how І can Cash In On The Sun. 
О The mails are too slow. Call me at 


( ) 


AM. 
at PM 


phone 


Title 


Firm 


Address 


СЄ 
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GRUMMAN Sunstream " 


The reliable source 


Circle 89 on reader service card 


INTERIOR ENVIRONMENT 


Baseboard sealing tape (above) is designed to prevent air infiltration. Self-adhesive vinyl 


tape may be used over wood, tile and carpeted floors. Tape measures 1'A’’ 


wide X 10’ 


long. Manco, Cleveland, OH. Circle 222 on reader service card 


Push-button thermostat (above) may be 
programmed for a two-day period; up to six 
temperature changes may be set for each 
day. Unit features a switch that allows the 
user to override preprogrammed settings at 
any time. Control Pak, Novi, MI. Circle 220 
on reader service card 


Energy-efficient heat pump (above) is designed for on-grade or roof installation. Unit is 


“Energy Minder” (above) controls home 
HVAC systems comprised of the manufac- 
turer's heat pump and a gas or oil furnace. 
Unit automatically activates the HVAC 
component that is the most economical to 
operate at any given time. B.D.P., Indian- 
apolis, IN. Circle 221 on reader service card 


available in four models with EERs ranging from 7.1 to 7.3. Westinghouse, Pittsburgh, PA. 


Circle 224 on reader service card 
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Split-system air conditioner, Landmark 
III™ (above), has a seasonal EER of 11.7. 
Unit is available in 2'%, 3 and 3'/-ton 
capacities, and is suitable for residential, 
apartment and light commercial installa- 
tions. Lennox, Dallas. Circle 223 on reader 
service card 


/ 


Electronic thermostat (above) may be 
programmed for up to four temperature 
changes a day over a seven-day period. 
Unit, designed for use in four-wire systems, 
may be adapted for two-wire installations. 
Autotronics, Richardson, TX. Circle 226 on 
reader service card 


Auxiliary furnace (above) connects to exist- 
ing duct systems. Furnace burns a variety 
of solid fuels, including wood, coal, and 
compacted trash. Unit may also be used 
independently as a freestanding space heat- 
er. Multi-Fuel, Indianapolis, IN. Circle 225 
on reader service card 


w^MIBTER FUN FOR EVERYONE —— 
They’re enjoying the spa...and its 
USS Swedcast Acrylic surface! 


Many spa and whirlpool builders are following 
the lead of progressive plumbingware manu- 
facturers by surfacing their products with USS 
SWEDCAST Acrylic. 

For a water environment, a USS SWEDCAST 
Acrylic surface, with its permanently bonded 
polyester fiberglass reinforcement, is beautifully 
perfect. USS SWEDCAST is warm and smooth to 
the touch, lustrous, hard, durable and non- 
porous. High-gloss colors are uniform, brilliant 
and permanent. The surface resists impact, mil- 


dew, many solvents and is one of the most 
weather and ultraviolet resistant plastics known 
to man. 


You should investigate these pacesetting USS 
SWEDCAST-surfaced spa and whirlpool prod- 
ucts. To receive literature from this group of in- 
novative manufacturers, just circle our reader ser- 
vice number. USS and SWEDCAST are registered 
trademarks of United States Steel Corporation. 


All manufacturers’ products meet or exceed 
current building code standards. 


Novamont, Inc. 
a Subsidiary of United States Steel Corporation 


7350 Empire Drive, Florence, Kentucky 41042 (606) 283-1501 
202-A Oakdale Rd., Suite 10, Downsview, Ontario M3N 2S5 (416) 745-3747 


Circle 91 on reader service card 
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FÜll-HALH 
REPLAGES 
SEPARATE 
VAPOR BARRIER 
TO REFLEGT 
SAVINGS! 


Brand 


FOIL-BACK SHEETROCK® 
Gypsum Panels give builders another 


U.S.G. cost-cutting answer to today's 
increasing hourly rates. Kraft-backed 
aluminum foil bonded to gypsum 
panels create an effective built-in 
vapor barrier that goes up in one 
smooth, time-saving step. This elimi- 
nates need for the outdated two-step 
method of using separate poly film 
with gypsum panel 

Foil-back SHEETROCK Gypsum Pan- 


els control moisture on exterior walls 
and ceilings; help maintain comforta- 
ble humidity son after season; per- 
mit easy adhesive application, which 
in combination with mechanical fas- 
teners, reduce nail pops. 

You can depend on our "silver lin- 
ing" to add value to your homes as it 
adds up savings for you. Get details 
from your U.S.G. Representative. Or 
write to us at 101 S. Wacker Dr., 
Chicago, Ill. 60606, Dept. H99 


UNITED STATES GYPSUM 


BUILDING AMERICA 


Circle 92 on reader service card 


Yes! — enter U.S.A. and ! 


BATHS THAT WILL 
CLOSE SALES FOR YOU... 


planning and design plus new bathroom products for single- 
family and apartments. Find out what's in demand, whats — 
selling and what's new and exciting in designs for the bath. 
A PORTFOLIO OF MULTI-FAMILY AWARD WINNERS 
FROM HOUSING'S HOMES FOR BETTER LIVING 
PROGRAM. — > 
PLUS...HOUSING DEMAND 
INDEX UPD. 


Shows current ratings of 117 Standard Metropolitan Statistical Areas. All this in addition to 


i Possessions: Canada: 
my EAS S O 36 months ($34) 0 36 months (U.S.$38) 


0 24 months ($25) 0 24 months (U.S.$28) 
€x 0 12 months ($16) © 12 months (U.S.$18) 


O Check enclosed. O Send bill. 


Above rates apply only to those who plan, build, & man: housing. 
All others, yearly: $30 (U.S.A. and Possessions); US $32 (Canada 


NAM YOUR SPECIAL EDITORIAL INTEREST(S) 
"ЖИНАК . I DOE RES ы REMOD- | NEW 
Шш CHECK IF ELING | CONST. | BOTH 
FIRM NAM [OWNER | "APARTMENTS. ..... 20 | 30 
FIRM ADDRE in SINGLE FAMILY со 
wNON-RESIDENTIAL. | 10 D | a0 
CITY/STATE/ZIP. 


v PROPERTY 11] RESIDENTIAL 
NATURE OF BUSINESS | MANAGEM 


20 NON-RESID. 3 ] BOTH 
Please check the following function(s) performed by your 
firm: O builder O contractor © developer O remodeler 


O special trade contractor (type) 

0 architectural Q engineering O retail О wholesale (financial 
О realty O building management O broker 

Г] manufacturer of: 0 building products 0 building components 


О pre-cut, pre-fab, packaged housing Г] mobile homes Г] modular homes 
O other: 
Please check if this subscription is intended for the use of personnel (including yourself) 
in charge of, or within, your firm's O Building Department or O Realty Department. 39900 


Please allow 4 to 12 weeks for shipment of the first issue. 


IN THE OCTOBER | 


October, HOUSING presents the latest in bathroom 


lar monthly features including... 


Yes! Please enter USA and рее 
nt ossessions: anada: 
турин à 0 36 months ($34) 0 36 months (U.S.$38) 
O 24 months ($25) 0 24 months (U.S.$28) 
Se O 12 months ($16) © 12 months (U.S.$18) 


O Check enclosed. O Send bill. 


Above rates apply only to those who plan, build, & manage housing. 
All others, yearly: $30 (U.S.A. and Possessions); US $32 (Canada 


NAM YOUR SPECIAL EDITORIAL INTEREST(S) 
REMOD-| NEW 

E CHECK IF ELING | CONST, | BOTH 

FIRM NAM OWNER II APARTMENTS. ..... 10 

FIRM ADDRES: ш SINGLE FAMILY... ... "In 

CITY/STATE/ZIP. iv NON-RESIDENTIAL.. 20 


NATURE OF BUSINESS 


Please check the following function(s) performed by your 
firm: O) builder O contractor O developer О remodeler 


О special trade contractor (type). 

O architectural O engineering O retail (3 wholesale ( financial 
О realty 0 building management 0 broker 

O manufacturer of: |.) building products O building components 


О pre-cut, pre-fab, packaged housing O mobile homes C] modular homes 
L1 other: 
Please check if this subscription is intended for the use of personnel (including yourself) 
in charge of, or within, your firm's O Building Department or O Realty Department. 39900 


Please allow 4 to 12 weeks for shipment of the first issue. 
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= — = EPENDABLE — 
e 79 You and your buyers can count on gas. « = 
P America's deposits underground, plus 
new technologies, could supply gas for 
centuries. With the future so positive, 
gas utilities across the country are now 
accepting new gas customers. 
SALEABLE 
By providing a home that will cost 
the least to operate, you're in tune 
ECONOMICAL with the times and greatly increase 
Gas'is the least expensive energy TORFCOBTSBENI selling, pa АП 
for your buyers to have. New gas less money required to meet utility 
heating systems and appliances can ерове homebuyers will have у 
save them even more. With Energy a greater aaa disposagje yon 
Savings Payback. That's the money xa to help them,qualify for 
they'll save in lifetime operating ome mongers, ZS „2 
costs with efficient new gas units, т + 


compared to less efficient models. 
It really adds up! » 
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Gas: The future belongs to the efficient. Б ee 


Circle 95 on reader service card 
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DOORS/WINDOWS 


ion ywhere. 
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CONTRACT 
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o.. 1979 


@Sears. Roebuck and C : 

*Bestclad" casement windows (above) come with ¥: insulating 
glass. Windows may be obtained with solar glass. Biltbest, Ste. 
Genevieve, MO. Circle 216 on reader service card 


Award Winning 
Northwest 


Home Plans 


88 unique plans in each of two books. 
Enclosed is $6.00 for both plan books. 


Name 
Address 
City 
State 


T z Fire-rated door (above) is now available with an asbestos-free 
Piercy & Barclay Designers A.I.B.D. mineral core for its 45-, 60- and 90-minute doors. Passage door is 

4333 N.E. Broadway Portland Oregon 97213 UL approved. Weyerhaeuser, Tacoma, WA. Circle 218 on reader 
А service card 
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1979 Builders’ 
Cedar library. Free. 


It's the new “Оо it with shakes and shingles’ kit. 
The most complete cedar library ever created for builders. 
Covers 10 basic “How to” subjects: Insulation 
Ventilation. Roof Junctures. Valleys and Flashings. Product 
selection. Economy grades. How to specify. Care and 
treatment. Finishing. Literature catalog. All free 
Send for the Cedar Library, Suite 275, 515-116th 

Avenue N.E., Bellevue, WA 98004 


Or use the reader service number 


Respond. 


Wood patio door, “Energy Saver” (above), measures 6’ wide, 
making it suitable for retrofit applications. Hurd Millwork, Red Cedar Shingle & Handsplit Shake Bureau 
Medford, WI. Circle 217 on reader service card 


Circle 97 on reader service card 
Li 


TTL, M j 
1! pli 5 


ees a e н ана i s 
Fus , ^ 
, ATTACH LABEL HERE 
А Please give five weeks notice before change of address 
changing becomes effective. Attach mailing label here and print 
your new address below. If you have any question about 
your your subscription, include address label with your letter. 
MAIL TO 
address? 


Housing, P.O. Box 430, Hightstown, N. J. 08520 


your name 


your mailing address 


city zip code 


your firm name 


firm address 


city zip code 


type of business 


your title or position 


TO ENTER OR EXTEND YOUR SUBSCRIPTION, want 
CHECK HERE: US. CAN. 
NEW (] ONE YEAR $16 $18 your 
Г] RENEWAL (] THREE YEARS $34 $38 
MAIL REMITTANCE TO own 
Y Housing, P.O. Box 430, Hightstown, N.J. TIC 
Sliding-glass patio doors (above), with a grid design, are 8' high. 08520—Rates Apply to U.S. & Canada Only— subscription? 


m — — — — ч — — чш ess — ت ت‎ — — m 


Reversible doors are offered with tempered sealed insulating glass ("rw -----2-2------- 
or single-glazed. General Aluminum, Dallas, TX. Circle 219 on 


reader service card 
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Sun-Lite” 


INSULATED Solar Glazin 


anels 


ч 


Vinyl wallcoverings, part of the “Miniatures” collection (above), are 
now offered in forest green, cranberry and deep blue colorways. 
Stauffer, Elmsford, NY. Circle 236 on reader service card 


“Rajah” ceramic tile (right), for 
walls or floors, comes in 
3%’ X3'^'' tiles or 16-tile 
sheets. Seven colors, including 
brown with cinnamon and gray- 
green with umber are offered. 
Latco, Los Angeles. Circle 235 


on reader service card 


The ONLY Solar Glazing Panel That Is So Highly 
Insulated — With Solar Transmission of 77% — 
Light Transmission of 84% — Insulating "U" value 
of .46! 


The Panels are: e Impact Resistant e Shatterproof 
e Easily Cut and Installed e Lightweight e 
Insulated e Equal to or Better than Glass in Solar 
Properties e Economical e Inert to Chemical 
Atmospheres e Easily Maintained e Diffused Light 
Transmitting e Superior in Heat and U.V. 
Resistance e Low Expansion Coefficient. 


Factory prefabricated 1-1/2" thick stock sizes of 
4' nominal width by 8', 10', 12’, and 14' long. 
Wood, flexible polymer glazing, or our own 
aluminum Clamp-tite system can be used for 
rapid installation. 


THE MOST efficient "solar window" for your 
passive — or active — system. 7 


Call or write for complete information апа full 
color literature that shows several lovely ways 
the Panels have been used. 


SOLAR COMPONENTS DIVISION 
KALWALL CORP. 


P.O. Box 237, Manchester, NH 03105 
Phone 603-668-8186 


“Bamboo Scroll” wallpaper, style #9021 (above) , is patterned from 
an antique Oriental scroll. Matching fabric, which is available, can 
be used to make a window curtain, as shown. Greeff, Port Chester, 
NY. Circle 234 on reader service card 
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LITERATURE 


Energy-saving doors and windows 


Full-color catalog of replacement windows 
identifies some causes of energy loss in 
windows—and presents solutions. The 
booklet gives specifications and features of 
the complete line of NuPrime® commercial 
models, including thermalized types. Sea- 
son-all, Indiana, PA. Circle 30] on reader 
service card 

Season-all also offers a set of two 
brochures: one on storm doors, the other on 
storm windows. Storm-door pamphlet de- 
scribes available combination storm/screen 
door styles, new finishes and door thick- 
nesses. A full line of double-hung, slide and 
picture storm windows, suitable for residen- 
tial and commercial applications, are 
described in the latter brochure. Circle 302 
on reader service card 

Lastly, Season-all furnishes a folder 
which helps determine how much energy can 
be saved by adding storm windows to exist- 
ing windows. Charts also identify condi- 
tions (with and without storms) when a 
fogging or icing problem can be expected. 
Circle 303 on reader service card 


“The Facts about Energy and Wood Doors” 
attempts to dispel some fallacies which 


rf 7g 


i 


ПНІ j 


H 


'OR COMPROMISE 
RB USE OF TAX-EXEMPT МОК 


E 


equate wood doors with energy loss. Proper 
weatherstripping, use of insulated glass in a 
door unit and the inherent insulating quali- 
ties of wood are emphasized in the presen- 
tation. Energy Facts, Fir & Hemlock Door 
Assn., Portland, OR. Circle 304 on reader 
service card 


Energy-saving sliding window and sliding 
door are explained in a set of two data 
sheets. 

The "Tri-Master" triple-glazed window 
boasts a U value of .38 and a CRF (conden- 
sation resistance factor) of 72, according to 
laboratory-supported test results presented. 
Continental Aluminum, McHenry, IL. Cir- 
cle 305 on reader service card 

Replacement sliding glass door is de- 
scribed in the second information sheet. 
Cutaway drawing of the insulated door is 
supplied. Circle 306 on reader service card 


Metal doors and frames are described in a 
16-page catalog. The line includes flush 
doors, universal frames and drywall frames, 
suited for installation in commercial and 
multifamily buildings. The book is fully 
illustrated. Republic Builders Products, 


McKenzie, TN. Circle 307 on reader service 
card 


According to a four-page brochure, eco- 
nomical LLumar? solar control window film 
can reduce heat buildup and eliminate glare 
in buildings with ordinary window glass. 
Technical information on the easy-to-main- 
tain film is provided; practical applications 
are suggested. Martin's Film, Martinsville, 
VA. Circle 308 on reader service card 


Security screens for windows and doors are 
effective in preventing unauthorized entry, 
and protecting against window breakage 
and vandalism in multifamily dwellings and 
commercial buildings. The booklet features 
diagrams of the various models of screens 
and descriptions of each. Kane Manufac- 
turing, Kane, PA. Circle 309 on reader 
service card 


*Knot Block Doors" brochure introduces 
entry doors constructed of a solid grade 
7-ply plywood core edge-banded in pine. 
Sizes, finishes and prices are specified. 
Customwood, Albuquerque, NM. Circle 
312 on reader service card 


We'll give you 45 days to try it out and 
make sure everything works. 


Use BNA's Housing & Development Reporter for 45 days. And find out why city managers, 
housing and community development directors, city planning officials, and thousands of 
others within the housing industry trust it to help them deal with the problems of rampant 
regulation and tight money. 


Housing & Development Reporter is the fastest way to get the accurate information you 


need on the latest changes in rules, funding ee = === а н не на н на === 
levels, grant-award priorities, congressional 


THE BUREAU OF NATIONAL AFFAIRS, INC. | 


actions, regulatory agency changes, and 1231 25th Street, NW. 

other federal, state, and local actions that | Washington, D.C. 20037 | 

may affect you. It’s the only in-depth Send me HOUSING & DEVELOPMENT REPORTER on | 
‘| weekly notification and reference service | ей ны а у ЫШ es exl 6 ae ПЕ | 

n n WI ij r 

that covers the subsidized housing and VoU koe p "m fins ssa: a ссер | 

community development policies and effective from the start of the approval period, 

programs of the Department of Housing& | or return the materials at your expense. | 

Urban Development, the Economic І | 

Development Administration, Small | Name АЛЕ = | 

Business Administration, state housing 

finance agencies, and community affairs | Title Date | 

departments. 

Put Housing & Development Reporter to | Organization — | 
work for you, in your own office, without апу | ег “+. | 
obligation to Duy. If, after 45 days, it doesn't meet | *Please show street address even if you use a Post Office Box for l 
with your approval, just send it back at our expense. | recent of mai Binders, wnicn are shipped by United Parcel 

Mail the coupon today ice, cannot be delivered to x addresses l 
226 THE BUREAU OF NATIONAL AFFAIRS, INC. E TL “эр E | 

/ Ө oen HDR-599-H, 1231 2501 Street, NW, | B | 
Washington, D.C. 20037 | Signature e 1 
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If you build or sell houses in апу 
of these markets.... 


Chicago Los Angeles 
Miami San Francisco 
Phoenix San Diego 


Washington, D.C. 


...then you can’t afford 
not to own— 


The Consumer 


Preference Guides 
These 200-page guides will give 
you a comprehensive statistical 
picture of your market. 

They'll show you how to give your buyers what they 


want—without wasting money on what they don’t 
want. 


They break down the markets two ways: 
By income, and... 
By household types, including 


Singles Families over 35 
Couples under 35 Single parents, and... 
Couples over 35 Unrelated Individuals 


Families under 35 


And they tell you what these groups prefer in their 
homes in such categories as... 
Architectural styles Type and size of lot 
Floor plans Interior features 
Number of bedrooms Extra amenities 


Compiled by Walker & Lee, the country's leading 
realty firm in new home sales, the guides were the 
basis for Housing's Consumer Preference Study 
published late last year. 


Only the highlights of the guides were covered in 
that issue: Now you can get all the data available in 
an organized, easy-to-read format. 


The price: $48 per market 


Please fill out the coupon below and mail it to: 
Preference Guide H 9/79 
Housing Magazine 

1221 Avenue of Americas 

New York, N.Y. 10020 


Please send me the Consumer О Chicago 


Preference Guide(s) for the O Miami 
market(s) checked below at a O Phoenix 
cost of $48 each. O Washington, D.C. 


О Los Angeles 
О San Francisco 
O San Diego 


My check for _____ is enclosed 


Name . : =! кез ч rum 
Title — d : ERN Es 
Company а = s 
Address _ pom е =_= Ee. 
Cha OM m. State Zip EET 
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Classified 
Advertising 


The market-place of housing. 


HOUSE TOURS 


Guided House Development Tours Of San 
Diego County Calif. for builders, developers, ar- 
chitects .... See Award developments and 
designs from detached product to planned 
communities and professional decorated model 
complexes. Contact: Arthur H. Krauer, Ph.D., 
President, Housing Consultants Group, Office 
U-306, San Diego, CA 92109 (714) 270-9798. 


POSITION WANTED 


Financial Executive-Heavyweight—Listed Co. 
V.P. Controller-CPA (Big 8 exp)—Attorney-Ac- 
quisitions, financial controls, taxes. Exp'd real 
estate, construction, homebuilding industries. 
Combines technical skill with imagination. 
$30,000 required. For resume, PW-9695, 
Housing. 


FOR SALE 


Rafter Length Computer: “Dial” desired roof 

pitch. Read lengths of common, hip, valley, jack 

rafters. Any span. Indicates plumb, level, side 

cuts info. Just $8.95 postpaid. Satisfaction 

иаша. Free literature. Emmert, Box 
21-H, Sycamore, IL 60178. 


BUSINESS OPPORTUNITIES 


Dome Homes—Energy Saver—Seeking 
qualified residential home builders, developers 
and representatives to handle regional sales of 
middle income Dome Homes. Great market ap- 
peal. Write or call Domes and Homes, Inc., P. O. 
Box 365, Brielle, N.J. 08730. 


CALL IN 
YOUR 
CLASSIFIED 
AD 


212/997-2750 


If You Have 


Apartment Deals 


In Any of These 
60 Key Market 
Areas, Here's 
an Invaluable 
Information 
Source 


Albany, New York 
Albuquerque, New Mexico 
Atlanta, Georgia 

Austin, Texas 

Baltimore, Maryland 
Billings, Montana 
Birmingham, Alabama 
Bismarck, North Dakota 
Boise, Idaho 

Boston, Massachusetts 
Charleston, West Virginia 
Charlotte, North Carolina 
Chicago, Illinois 
Cincinnati, Ohio 
Cleveland, Ohio 
Columbia, South Carolina 
Columbus, Ohio 

Dallas, Texas 

Denver, Colorado 

Des Moines, lowa 
Detroit, Michigan 
Hartford, Connecticut 
Houston, Texas 
Indianapolis, Indiana 
Jackson, Mississippi 
Jacksonville, Florida 
Kansas City, Missouri 
Las Vegas, Nevada 

Little Rock, Arkansas 
Los Angeles, California 


EE 


Louisville, Kentucky 
Memphis, Tennessee 
Miami, Florida 

Milwaukee, Wisconsin 
Minneapolis, Minnesota 
Nashville, Tennessee 
Nassau-Suffolk, New York 
New Orleans, Louisiana 
Oklahoma City, Oklahoma 
Omaha, Nebraska 
Orlando, Florida 
Philadelphia, Pennsylvania 
Phoenix, Arizona 
Pittsburgh, Pennsylvania 
Portland, Oregon 
Providence, Rhode Island 
Raleigh/Durham, North Carolina 
Richmond, Virginia 
Rochester, New York 
Sacramento, California 
Saint Louis, Missouri 

Salt Lake City, Utah 

San Diego, California 

San Francisco, California 
San Jose, California 
Seattle, Washington 
Tampa/St. Petersburg, Florida 
Tulsa, Oklahoma 

Tucson, Arizona 
Washington, D.C. 


It’s Ed Kelleys comprehensive book 
Cost, Rent and Profit Computer: Rental Apartments 


This book provides vital data on: 
a Land and construction costs 

= Operating expenses 

= Typical apartment sizes 

= Densities 

a Parking ratios 

= Turnover rates 


And includes a unique system of charts that shows 
the relationship between these key factors: 

= Rents 

= Average apartment sizes 

= Hard and soft construction costs 

= Operating expenses 

= Efficiency factors 

a Mortgage rates 

= Investor yields 


HOUSING PRESS 
McGraw-Hill, Inc. 

1221 Avenue of the Americas 
New York, N.Y. 10020 


Name 
Please send me copy 
(copies) of COST, RENT AND Address 
PROFIT COMPUTER: RENTAL 
APARTMENTS at $47.00 each. City 


For overseas airmail delivery 


The charts include: 


Standard Rent Calculator—for fifteen mortgage 
constants ranging from 9.25% to 12.75%. 
High-cost-rent calculators—for use in certain high- 


cost situations 


A Vacancy-and Collection Loss Calculator—to show 
the additional monthly rent which must be charged 
at various rent and vacancy levels 

Option-and Adjustment Charts—that allow you to 
measure and analyze countless combinations of 
variables 

A Feasible-Cost Calculator—that helps you quickly 
determine the maximum you can spend per unit and 
still realize a profit 

Key Financial Tables—including Capitalization, 
Mortgage Constants, Present and Future Worth, and 
Reciprocals 


H-979 


State Zip 


please add $5.00 


Payment must accompany your order. 
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ADVERTISING SALES STAFF 
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645 N. Michigan Ave. 
(312) 751-3700 


Jane Core 
300 Broad St., 7th РІ. 
(203) 359-2860 
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Donald Hanson Jane Core Jane Core 
3200 Wilshire Blvd. 1221 Avenue of Three Parkway 
South Tower the Americas (215) 568-6161 


(213)487-1160 (212) 997-6909 


CLEVELAND 44113 
Milton H. Hall, Jr. 
55 Public Square 
(216) 781-7000 


DENVER 80203 DETROIT 48202 
Shirley Klotz Milton H. Hall, Jr. 
123 Speer Blvd., #400 1400 Fisher Bldg. 


(303) 837-1010 (313)873-7410 


PHILADELPHIA 19102 PITTSBURGH 15222 SAN FRANCISCO 94111 


Richard R. Butera 
425 Battery Street 
(415) 362-4600 


Milton H. Hall, Jr. 
2 Gateway Center 
(412) 227-3640 


Reader 
Service 


Cards 


These convenient Reader 


Service Cards make it 
easy for you to obtain 
copies of latest manu- 


facturers' literature and 
more information on the 


products and services 


advertised in this issue. 


How to use 


the Reader Service 


Card 


1 Circle the key number 
on the card corresponding 
to the number under each 


advertisement, new 
product item or manu- 


facturer's literature item 
on which you would like 


more information. 


2 Clearly print or type 


your name, title, firm, type 
of business, address and 


telephone number 


3 Check off boxes 
indicating your occu- 


pation, interests, activity 


and need for speed in 


receiving the information. 


Affix postage and mail. 


4 The information you 
want will come to you 
directly from the 
manufacturer. 
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Please choose a category from this list —> For Quick Processing Boxes Must Be Checked 
Company. 1 Your occupation (Please check one) 
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Reader 
Service 
Cards 


These convenient Reader 
Service Cards make it 
easy for you to obtain 
copies of latest manu- 
facturers' literature and 
more information on the 
products and services 
advertised in this issue. 
See directions on 

reverse side. 


OUR BATHTUB 
WOULD LIKE TO HAVE A FEW WORDS 
WITH YOUR CUSTOMERS 


he Owens-Corning bathtub really needs to And they'll read how easy it is to clean with non- 
explain itself. It's the world's first unslick bathtub. abrasive cleansers. 
The entire surface is textured. To finish the job, we're also running two- 
So we decided to put a sticker on every tub to page ads in five national consumer magazines. 
explain the advantages and care to your customers. Contact your plumbing contractor, local 
From the sticker they'll learn that our textured Owens-Corning plumbing specialist, or 
finish is safer than the more slippery, shiny surfaces W.G. Meeks, Owens-Corning Fiberglas Corp., 
of most bathtubs. Toledo, Ohio 43659. Put our 
They'll learn that our molded-in textured finish bathtub and sticker to „j on, 
is tougher than thin veneer enamel finishes. It's so work. They could ee 
tough we back it with a 10-year limited warranty. be your best salesmen. men 


Circle 104 on reader service card 


Architect: Wendell Lovett, FAIA, Seattle, Washington 


Construction costs can be kept to a minimum with the help of Olympic Machine 
Staining: no weather delays, no painting scaffolds, no bare wood exposed by shrinkage. 
Best of all, Olympic Machine Staining does a better job that lasts longer. More 
stain protection gets into the wood because it is applied uniformly on a horizontal 


surface, then forced deep into the fibers by rollers and brushes. 

And it dries to a beautiful uniform finish. Choose any OLYMPIC. 
Olympic Oil Stain, semi-transparent or solid color. See your Olym- 
pic Machine Staining Dealer or write Olympic, Dept. MS, P.O. MACHINE 


Box 1497, Bellevue, WA 98009. STAINING 


Circle 105 on reader service card 


